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GES meat ‘< E 
nt ae tHfter a 


bam } _* ladies. 


The housewife expects to find these 
kitchen items in hardware stores. You 

) - | | can increase traffic with a big display 
of Androck products. 


These are the things she needs. Every- 
thing in this picture is prepriced and 
named for her easy, self-selection. Order 
Androck Display Assortment No. 260. 


' HOUSEWARES 


‘aal-Col-mo}\am Mal— Washburn Bamapesiy, A Ko] got -t-)<-] it = am T-t-\-- Valo Ml adolel aielge Mell llalell-t 


Eighty-one years of American manufacturing experience 


; wew ’ war ' 
weer 


UMBREAKABLE 


1. ROYAL FUSES... 2. ROYAL CORD SETS and 
EXTENSIONS... 3. ROYAL WIRING DEVICES... 
4. ROYAL WIRE and CABLE! BIG selection and big profit 
potentials are yours when you handle these popular Royal lines. Known 
nationally for quality, Royal has earned its reputation through top per- 
formance and dependability. Royal helps boost your electrical depart- 
ment sales, too, with BIG turnover — each item is priced to sell and 


packaged for easy pick-up sales. Stock up now . .. from your wholesaler. 














ELECTRIC [| 

«+e @M associate of 4 

ROYAL ELECTRIC CORPORATION 
PAWTUCKET, RHODE ISLAND 


In Canada: 
Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 





WHEN IT COMES TO LOCKS... 


YALE’ MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the 
past six years, combined with the 
oldest, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 


known the world over. Millions of 
doors in homes, schools, factories, 
institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pintumbler 
lock in 1868. Each year Yale issues 
over fifty million keys, which se- 
cure full lines of door locksets, 
panic exit devices, padlocks, locker 
locks, auxiliary locks and cabinet 


locks. Yale also manufactures the 
most complete line of door closers 
in the world. 

The Yale & Towne Manufacturing 
Company, Yale Lock & Hardware 
Division, White Plains, New York. 


“YALE LOCKS FOR SECURITY” 
YALE & TOWN 


YALE“ REG. U. S. PAT. OFF 


YALE HAS 
WHAT YOU 


NEED 


Full lines of Key-in- 
Knob Locks, Padlocks, 
Door Closers, Finish- 
ing Hardware, Screen 


Door Hardware, 
Sliding Door Locks 
and Tracks, and 
Merchandisers. | 


WHEN YOU 


NEED IT!!! 


| Available from authorized Yale distributors. . 
Serviced from Yale warehouses everywhere. 


Want more facts? Circle 101, p. 53 
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CRANSTON, R. 1. 


Pisiefase. . 
TTL 


SF 4 


Leonard C. Upham points to the Nicholson file display that he credits with increasing 
his file turnover and raising store volume in his Cranston, Rhode Island, retail operation. 


“This Nicholson display really sells files 
...and breaks the ice for other sales 


If you haven’t yet put the Nicholson 
or Black Diamond file display in your 
store, read the comments of a veteran 
hardware retailer, Mr. Leonard C. 
Upham, Pawtuxet Paint & Hardware 
Company, Cranston, Rhode Island: 


“This business was founded more 
than forty years ago by my father and 
grandfather. Files generally used to 
be sold in lots from backroom boxes. 


“Nicho!son has changed all that. 
Even professional craftsmen prefer to 
buy their files in these plastic skin 
packs. They like the handles too. The 


i, NICHOLSON =i 
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colorful display adds a nice splash 
of color to the store and takes very 
little space. 


“You'd be surprised how many 
people will buy files when they see 
them displayed like this... with price 
marked.” 


Here’s the way to make your files 
a valuable merchandising tool. Each 
package shows the file name and sug- 
gested uses, plus price. The display 
rack —for counter or pegboard —is 
free. Call your Nicholson or Black 
Diamond wholesaler today. 


Want more facts? Circle 102, p. 53 


Handles designed and manufac- 
tured by The Danielson Manufactur- 
ing Company—a Nicholson subsidiary. 


Another good reason for stocking 
this 48-file assortment... there’s a 
sound retail profit in it. 


RETAILER'S COST 


$24.20 
RETAILER'S SELLING PRICE . 36.30 


RETAILER'S PROFIT. 12.10 


Nicholson File Company, Providence 1, Rhode Island « Files * Rotary Burs 
Hacksaw and Band Saw Blades + Ground Flat Stock « Industrial Hammer 
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THE OLD RELIABLE 
CHAIN SALESMAKER 


Assortment No. 38 


7 types and sizes 
of welded and 
weldiess chain 






THE NEW 
CHAMPION 
CHAIN SALESMAKER 


Assortment No. 46 


4 popular sizes of 
proof coil chain 


as 





By Popular Demand-a 
ACCO Proof Coil Chain Salesmaker 


@ You asked for it, now here it is—the new acco for four reels of chain (sizes —3%", 14", 54”, 3%”) and 
Proof Coil Chain Salesmaker. The perfect companion get the display rack FREE! Sold at suggested retail 
to the popular Welded and Weldless Chain Sales- prices, your investment produces a generous profit. 
maker, this new rack display lets you round out floor You have three different assortments to choose from 
stock with the four sizes of proof coil chain that your —(No. 46) Self-colored chain, (No. 46A) Extra-Bright 
customers most frequently ask for. Side by side, both Zinc-plated, (No. 46B) Hot Galvanized finish. 
self-service units consume less than 5 square feet of Put new life into your chain sales by ordering an 
floor space. But best of all, they put chain out where acco Proof Coil Chain Salesmaker from your ACCO 
customers can see it...feel it...and buy it! ,.' | distributor now. And if you don’t already have an 

And when they buy it, you make money! Take the acco Welded and Weldless Chain Salesmaker, order pte 

new Proof Coil Chain Salesmaker. You pay just one at the same time. . 


AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 
Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 


*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*indicates Warehouse Stocks 


Want more facts? Circle 103, p. 53 


ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 
distributor for complete infor- 
mation about these items or write 
York, Pa., office for free litera- 
ture DH-377 and DH-79 
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Editorial 


by W. A. Phair 


The Bingham case 


The passing of the Bingham Co. from the wholesale scene will be 
the cause of much soul-searching throughout the hardware trade. 


The Bingham case is rather unique. The company was not liqui- 
dated to cover heavy financial losses; it was not bankrupt; it had no 
creditors pressing for past due accounts. 


Bingham closed its doors due to the cold, inexorable pressure of com- 
petition for investors’ dollars. Why couldn’t Bingham produce a better 
return on its investment? Some basic reasons have been stated by 
the company’s management (see HA, June 1, p. 118). We cannot over- 
look the possibility that some of the firm’s shareholders, because of the 
low return or other reasons, preferred to use their investments in 
other areas. 


But, regardless of causes, the Bingham action is of direct and vital 
significance to dealers, manufacturers and other wholesalers. If I 
were an independent dealer, I would be quite disturbed at Bingham’s 
passing, because there can be independent dealers only as long as there 
are independent wholesalers to serve them. The welfare of the dealer 
and wholesaler is inextricably interwoven. 


This statement seems elementary, yet I don’t think that every dealer 
has realized what this means. There are still quite a few dealers who 
seem to feel they can still demand the kind of services and conveniences 
that they got in the past. Yet, at the same time they expect the whole- 
saler to reduce his operating costs. This just can’t be done. 


If wholesalers are to reduce their costs, and this is imperative, it can 
be done only to the degree that dealers will cooperate. Here’s an ex- 
ample: We have run into a number of complaints from dealers about 
the minimum size of orders some wholesalers will accept. This mini- 
mum varies from $100 to $200; sometimes it is on a weight basis. 
Dealers don’t like this arrangement. 


Why do wholesalers set these minimums? They do it as part of an 
effort to reduce their costs. Since the dealer and the wholesaler are 
dependent upon one another, it would appear reasonable to expect re- 
tailers to cooperate in this effort. But this doesn’t always happen. 
Some dealers switch their suppliers, in order to “punish” the distribu- 
tor that establishes a minimum order value. When a dealer does this, 
he is simply cutting off his own nose. 


Experience has shown that there are a number of ways of cutting 
costs at both wholesale and retail levels. Most of these methods in- 
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Editorial 


continued 


volve a change from customary practices. This change must be made. 
Today’s competition is different from yesterday’s; it will take different 
methods to meet it. 


We have seen some examples of what close dealer-wholesaler co- 
operation can do. We need more of this. Cooperation between whole- 
saler and dealer is not just an empty slogan; it is an economic 
necessity. 


The manufacturers’ angle... 


The Bingham situation highlights some important reasons why 
manufacturers must take a good look at some of their practices. The 
hardware trade is unique in many ways. It is made up largely of 
hundreds of smaller manufacturers. There are only a few really 
large factories. These smaller firms exist largely because of the broad 
marketing base offered by independent wholesalers and retailers; they 
can always find some distributor willing to take a chance with their 
products. 


When you get into the so-called “mass-merchandising” markets, the 
number of potential buyers is greatly reduced and competition among 
factories gets really rugged. A new manufacturer’s chance of suc- 
ceeding under these circumstances is very small, indeed. 


Before a manufacturer decides to rush over to the discount outlet, 
he might ask some questions, such as: “Will the discounter introduce 
new items? Can the discounters give me enough product exposure to 
reach the same numbers of consumers, all over the country, that I now 
reach through the hardware trade? What will happen to our brand 


identity if we sell through discounters, and the hardware trade drops 
our line?” 


It seems to me that at times manufacturers are a little unfair with 
wholesalers. They expect a wholesaler to compete with discounters 
with one hand tied behind his back. They expect a wholesaler to buy, 
stock, sell and ship their goods, and to do this at the same costs as a 
discounter who only stocks (in relatively smaller quantities) and sells. 


The wholesalers’ discount is based on functions performed. It 
doesn’t make sense to extend these discounts to other outlets that do 
not perform the same functions. When a manufacturer does do this 
he will learn, eventually, that he has transferred some functions (and 
costs) onto his own back. When you’re dealing with national distribu- 
tion, you don’t eliminate functions, you can only transfer them. It 
might be a good time for factory men to take a long look at discounts 
and be certain they relate to services performed. 


Yes, Bingham’s passing is an unhappy event. Its people, its poli- 
cies, and its tradition have always been respected; the memory of these 
qualities will long endure. It may well be that Bingham’s demise will 
have, indirectly, a beneficial influence. It may serve as a catalyst to 
speed up the changes underway in the hardware trade. 


We know some wholesalers and dealers are aware of the challenges 
of the future and are acting to meet them. But it is also apparent that 
too many have not yet realized the importance of action. Perhaps this 
event will spur these folks into appropriate action. 
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up go your profits... 
when you give 
springtime display 


to 


SPOT-CORD 


and 


AETNA 


For Clothesline e@ Camping 
@ Real jump ropes e Real play ropes 


Samson Cordage Works 


BOSTON 10, MASSACHUSETTS 


Put them on your want list Now! 





Want more facts? Circle 104, p. 53 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


A killing curb to Fair Trade? ... 


The Supreme Court has dealt another sledge hammer blow to Fair 
Trade business practices. The high court upheld a New Jersey 
state court ruling which requires all Fair Trade firms outside the 
state to register as an in-state business before they can ask state 
courts to enforce price maintenance agreements. Fair traders 
complain that this will mean taxation and regulation by as many 
as fifty separate state governments. Many fear the ruling will 
kill Fair Trade once and for all. There is also some apprehension 
the ruling will set a precedent that could spell enforcement diffi- 
culties for Congressman Roy Madden’s Quality Stabilization Bill 
(HA, Feb. 9, p. 180) now pending in Congress. 


“Blue Laws" are states’ rights... 


The Supreme Court has also upheld the power of your state to 
tell you whether or not you may open your store for business on 
Sunday. The court ruled so-called “Blue Laws” were perfectly 
legal, if they are not intended to sanction a religion. The court 
reasoned that existing laws contested by merchants were designed 
solely to insure “a day of rest” for everyone. By so ruling, the 
door was left open for future cases based on claims that a state’s 
law is designed to promote or discriminate against some religious 
sect. 


Foes of co-ops gain ground... 


Dealer and wholesaler co-ops are going to have to fight it out tooth 
and nail to preserve their special tax status. Foes of co-ops have 
picked up the scent from President Kennedy’s proposal for a 20 
percent withholding tax on co-op dividends. They feel both Con- 
gress and the White House may be ready this year to put co-ops 
on the same tax footing as other business enterprises. Strategy 
is to ask for even more than Kennedy seeks, including full 52 per- 
cent corporate rates on profits, giving Congress a chance to “back- 
track” to Kennedy’s proposal. 


A hypo for housing... 


Outlook for increased sales of builders’ hardware and construction 
supplies continues to get brighter. Congress is hurrying along 
with a mammoth omnibus housing bill which will pump about $5 
billion into new construction and urban renewal. President Ken- 
nedy, champing at the bit to do even more, ordered FHA interest 
rates on insured mortgages down a notch to 51%4 percent. He also 
asked the Federal National Mortgage Association (FNMA) to 
step up mortgage purchases on the secondary market. This would 
feed more lending money back to banks. It all adds up to a federal- 
ly-controlled housing boom in the years ahead. 
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Any kind of hardware you’re shipping—from nuts 
and bolts on up—gets where it’s going faster on 
Greyhound Package Express. Shipments going hun- 
dreds of miles can arrive the same day they’re sent! 


CALL YOUR LOCAL GREYHOUND 
BUS TERMINAL TODAY...OR MAIL 
THIS CONVENIENT COUPON TO: 


GREYHOUND PACKAGE EXPRESS 
Dept. F-10, 140 S. Dearborn St., Chicago 3, Illinois 


Gentlemen: Please send us complete information on Greyhound 
Package Express service...including rates and routes. We 
understand that our company assumes no cost or obligation. 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway...right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 
so many places—so often. 


You can ship anytime. Your packages go on regular 
Greyhound passenger buses. Greyhound Package 
Express operates twenty-four hours a day...seven 
days a week...including weekends and holidays. 
What’s more, you can send C.O.D., Collect, Prepaid 
...Or open a charge account. 


IT’S THERE IN HOURS...AND COSTS YOU LESS! 


Want more facts? Circle 105, p. 53 
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HARDWARE BUSINESS 


OuTOOK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 2 


Strong, continuing upturn coming... 


Now that recovery signs are clear cut, economists are looking more 
earnestly at the future. What they see is a strong and continuing 
upturn in the remaining months of 1961 and into the first half of 
1962. This “brisk expansion” feeling was noted in a recent Business 
Week magazine survey of economists in business, government and 
the universities. The feeling is based on the general improvements 
in most of the recession-weakened areas, but especially on the 
upswing in inventories and increased government spending. Buy- 
ing and promotional plans for months ahead should allow for at 
least moderate gains. 


Farmers in better buying position .. . 


The prospects of increasing hardware store sales in farming areas 
becoming brighter. Coupled with increased farm income to date 
this year is a growing trend among farmers to supplement incomes 
through off-farm employment. Latest figures show three out of 
10 farmers work 100 days or more a year off their own farms. 
About 1.3 million of these farmers (36 percent) realize more income 
from off-farm work than the value of the farm products they sell. 
The Farm Journal reports that much of this additional income is 
being spent for items sold in hardware stores in these areas such 
as home furnishings, appliances, farm machinery, etc. 


Consumers will spend, but moderately .. . 


Most observers see little chance of a big consumer spending spree 
in immediate months to come, but at the same time, predict that 
consumers will increase their spending from earlier levels. Recent 
surveys support prediction; show consumers’ plans to buy household 
durable goods up moderately from a year ago. These plans to buy 
washing machines, refrigerators, air conditioners, etc., tend to % 
give an accurate reflection of plans for buying all types of house- 
hold items. Recommend that you keep close tabs on changes in 
buying pattern as they occur for clue to how heavy you should buy. 


Would better values spark home building? .. . 


Indications are that the home building industry will soon begin a 
drive to stimulate home buying, probably through better housing 
values. Lag in housing has economists hunting for causes. There’s 
plenty of mortgage money available, interest rates have just been 
lowered, but still no appreciable demand can be found. Many econo- 
mists feel the offering of better values in new homes would spark 
the rate of home building in months to come. 


... Turn to page 87 for more news of How’s the Hardware Business. 
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NOW KILL FLIES and MOSQUITOES ON CONTACT 
With this new Low-Cost Portable Electric Insect Fogger! 


QUICK TURNOVER...LONG PROFIT 


Here’s a hot new item that moves fast 
and produces excellent profit for dealers. 
Stock early ... display ... it almost 
sells itself! 

Home owners, institution and com- 
mercial managers want the new, port- 
able BVI Insect Fogger. It delivers dense 
fog through the air and over the ground, 
killing flies, mosquitoes and other insects 
instantly. Fogged areas can be occupied 
immediately, but insect repellent effect 
lasts for hours. 


¥ 
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Uses oil-base insecticides. List of 
recommended types packed with each 
unit. Barrel detaches, converting unit to 
effective, year-round sprayer for apply- 
ing water base sprays. Weighs only 6 lbs. 
Operates electrically—effortlessly. 


BACKED BY STRONG NATIONAL 
AND LOCAL ADVERTISING! 


Powerful TV coverage; dominant news- 
paper advertising; National magazines 
—House Beautiful, House & Garden, 
Living, Sunset. 


> 
> 


in just 30 seconds... 

an ounce of liquid 

insecticide produces 2,000 
cubic feet of insect killing fog! 


MAKES OUTDOOR LIVING 


ih FUN AGAINI 


Pz, 
Nationally Advertised 


$3Q99 


Full mark-up 
for dealers! 


Millions of 
Potential Customers! 
Hundreds of Uses! 


® Patios 

® Porches 

® Gardens 

® Yards 

® Terraces 

® Play Areas 

® Barbecues 

® Picnics 

¢ Swimming Pools 
® Drive Ins 

¢ Summer Resorts 

© Farms 

* Motels 

¢ Country Clubs 

® Outdoor Theatres 
® Roadside Stands 


® Outdoor 
Restaurants 


® Driving Ranges 
® Used Car Lots 
* Stabies 

® Dairies 

® Grain Mills 
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MERGHANDISING 





A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


THE AIR PURIFIER MARKET HAS SETTLED DOWN, BEARS YOUR ATTENTION. Espe- 





cially now: Hay fever season, mid-August through first frost, is 
near, and accounts for 60% of yearly sales. Now that a rash of 
dubious health claims has ended, purifiers have become a high- 
profit staple item. Most active price range: $40-$70, with little 
price footballing thus far. Product knowledge a must, and cure-all 
claims aimed at respiratory sufferers must be eliminated. Sales 
estimate for '6l1: 600,000-plus units. Display and promote ‘em. Get 
your share of this growing business. 
































THINGS LOOK BETTER, DOWN ON THE FARM. Dealers trading with rural cus- 





tomers have reason to smile, in spite of a crazy run of early 
weather. Farm income through April ran 7% ahead of last year. 
Reached $9.7 billion for four months. And government specialists 
See prices holding at higher levels than last year. Gains will be 
modest but appreciable, probably "smaller than 7%" for the full 


year. The time is right to push bigger ticket home and farm 
merchandise. 




















IF TRAFFIC'S YOUR GOAL, DEVELOP MORE INTEREST IN NEW PRODUCTS. More and 





more dealers are finding the courage to buy and push new items 
before they become commonplace. Sure, there are mistakes, but 
there is also a lot more profit that can't be gained any other 
way. A couple of key current examples: Battery powered lawn mow- 
ers, and an innovation in chain door locks. The locks (about $4) 
can be unlocked by householder from the outside. They make bur- 
glars think someone always is home. Battery-powered mowers (about 
$130) are finding "surprisingly good" response where promoted. 





























MANY TOP HARDWARE MERCHANDISERS TAKING NEW LOOK AT SO-CALLED SUMMER DOL- 





DRUMS. It's pretty much a state of mind, rather than fact. There , 
has been a tendency for some dealers to sit out the hot weather, 

Saving all effort for Fall. But the facts are these: July and 

August accounted for 17 percent of annual hardware sales in past 

few years. They are better months as a rule than January, Febru- 

ary, March, September, and November. They can be better months 

still for dealers who beat the drums for business while competi- 

tors languish in the shade. 
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New from W 
RUST-OLEUM 


GALVINOLEUM. 


@ A coating in WHITE that really sticks to galvanized metal 
Surfaces in a one or two coat application. 

@ Proved by over six years of research and field-testing 

@ Can be tinted to pastel colors 

@ No‘etching, no weathering 

@ Single compartment containers 


Rust-Oleum Galvinoleum 1390 White is specially 
formulated for application to new or old unpainted 
Galvanized Metal, Aluminum, and Terne Plate 
surfaces. It adheres tightly to last and last and helps 
you prevent costly “peeling” problems. Ask your 
Rust-Oleum distributor for White Galvinoleum! 


~ 
Y og ~ 


/ 


| ‘RUST-OLEUM 


GALVINOLEUM. 


COATINGS 


REALLY STICKS TO UNPAINTED GALVANIZED METAL 
GUTTERS, DOWNSPOUTS, ROOFS, DUCTWORK, ETC. 


Want more facts? Circle 107, p. 53 
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HEALTH O METS 








NEW 
HEALTH-O-METER 





“Pick it up...stand it up”’ 
feature means extra 
sales and profits! 












ut OR 4 Pifuny 

« = > 

* Guaranteed by ~ 
Good Housekeeping 
w 

: ¥ 


meet 





— 
4’ 
o? as anveanseo 


Se 











Here's the new bath scale with built-in appeal. New “stand-up” 
storage feature clinches sale after sale. A precision instrument 
with all of the beauty and dependability you and your customers 
expect from Health-O-Meter. 


Model 57 (Above) Health-O-Meter's finest. Vinyl mat; low, wide platform; 300 Ib. 
capacity; 6 decorator colors; embossed gold-finish trim. Retail price: $10.95 


Model 47 Same features as Model 57, except for trim. 2-tone vinyl mat. 300 Ib. 
capacity. Retail price: $8.95 


Model 37_ Top quality at a budget price. Low silhouette, large platform, 300 Ib. 
capacity. Retail price: $6.95 


Prices slightly higher far West 


ee eee 


HEALTH-O-METER 


America’s weight watcher since 1919 








Wea: Seal 
ee ee 





Continental Scale Corp. « 5701 S. Claremont Ave. + Chicago 36, Illinois ~ 


Want more facts? Circle 108, p. 53 
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EXPECTED 


‘ 
Re oe re 
¥ te: a oe 
%% a ta 


TR / # L £ f g Butcher’s White Stripe is the fastest-selling imme 


new wax we’ve ever introduced. Sales in the first few months have 
already tripled estimated figures! More orders are rapidly mounting. 


Why? 1. Dealers at last can recommend a NON-YELLOWING wax that | . 
provides the lasting beauty and economy found only in a REAL WAX | 


of Butcher quality! 2. Customers are delighted because Butcher's 
White Stripe also gives them a self-polishing wax that’s easy to 


apply, even on vinyl! 3. White Stripe has been—and will continue to of 


be—backed with promotions exclusively for you! 4. White Stripe 
offers you a greater opportunity to realize your full profit margin. 


GET YOUR SHARE OF CHEN'S | SALES...HIGHER 





PROFITS! DISPLAY BUTCHER’S NEW WHITE STRIPE 
WAX! THE BUTCHER POLIS 


Want more facts? Circle 109, p. 53 
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PAIGE 


DOWN! 














ON PETERS NEW 
PREMIUM-GRADE "SP" SHELLS _ 


It’s the simple law of supply and demand. When the price comes down ona 
hot item, volume skyrockets. And that’s just what’s happening on Peters pre- 
mium-grade ‘‘SP”’ shells. They’re available now in all 12 gauge high-base loads 
for only 15¢ more per box than ordinary high-base shells. @ Shooters are de- 
manding this amazing shell ...and for good reasons. The improved gas 
sealing of the amazing new ‘‘Power Piston’’ wad means faster, more power- 
ful game-getting patterns. The slick, translucent body speeds up a gun’s 
action, and there are no more wasted shells or jams caused by scuffing or 
swelling. The more you order, the more you'll sell! 








PETERS “HIGH VELOCITY” PETERS “HIGH VELOCITY" PETERS “HIGH VELOCITY"’ PETERS “VICTOR” 





PETERS packs the7power! (p> 


“High Velocity’ and ‘‘Victor’’ are trademarks of Peters Cartridge Division, hémninaien finn Company, tnc, 
Want more facts? Circle 110, p. 53 
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" ’ * y a ’ . . ’ . , 
Cunningham’s Hardware, Johnson City, New York « Contractor: Briggs Construction Company, Binghamton, New Y ork 


PPG products installed: 


% 


C 


Business increases 32% 


SL LLLALLLS At Nyt ARN le alsh hls het sidlecstsltey Orrin tit anna nests 


PITTCO Deluxe Store Front Metal, TUBELITE doors and frames and Polished Plate Glass 


in 8 months 


with new PPG Open-Vision Front 


Cunningham’s Hardware has been in 
business in Johnson City, N. Y. since 1910. 
Recently they installed a new PPG Open- 
Vision Store Front. Here’s what hap- 
pened: “Our new front has resulted in a 
32% business increase for the first three 
months of this year compared to last year,” 
says Mr. Fred W. Kintner, owner. “The 
improved visibility of display area is our 
best advertising. Due to the well-lighted 
interior through the new front we have 
noticed a substantial increase in patron- 
age by women for gifts and housewares.”’ 

It has been proven time and time again 
hardware business picks up when you 
improve your store appearance with a 


PPG Open-Vision Front. An attractive, 
wide-open look is bound to attract more 
customers and the improvements you 
make soon pay for themselves in increased 
traffic and volume. Pittsburgh Plate Glass 
has the complete package to give you the 
Open-Vision look: Pittsburgh Polished 
Plate Glass; PITTCO® decorative and glass- 
holding Store Front Metal; a complete 
line of TUBELITE®, HERCULITE® and WEST 
TENSION doors, frames and sidelights; 
and PITTCOMATIC® automatic push-pull 
handle or mat-operated door openers. For 
more information, send for our free book- 
let or contact your PPG branch or dis- 
tributor. There’s one near you. 


Name 


Pittsburgh Plate Glass Company 
Room 1187, 632 Fort Duquesne Bivd., Pittsburgh 22, Pennsylvania 


Please send a jree STORE FRONT booklet to: 





Address wih 








City 





Store 





re eae State. 








B Pittsburgh Plate Glass Company 


Paints « Glass « Chemicals « Fiber Glass 


In Canada: Canadian Pittsburgh Industries Limited 
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THE GENERAL ELECTRIC COMPANY 
is proud to announce that the 





has been presented with 
broadcasting’s most distinguished honor... 


THE GEORGE FOSTER PEABODY AWARD 


for the outstanding 
television youth program for 1960 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 





The Housewares Division and The Radio Receiver Department of the General Electric Company are proud to advertise 
CLOCKS » RADIOS » VACUUM CLEANERS « FLOOR POLISHERS « IRONS * MIXERS « SKILLETS « CAN OPENERS ¢ SHARPENERS + TOASTERS » ROTISSERIE BROILERS 


ON THE GENERAL ELECTRIC COLLEGE BOWL. CBS-TV—EVERY SUNDAY, 5:30-6 P.M.—EDST 
Want more facts? Circle 111, p. 53 
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SUPER-STRONG RAZ O R-BACK 


for farmers, home owners, contractors and industries 
who want maximum strength. 13 gauge backbone from 
top of socket to cutting edge. 


uct wicet RAZOR-LITE 


for those who like a light shovel. Light by the scales, 
not just in name, yet it has the same 13 gauge 
backbone as RAZOR-BACK, 


These are the shovels that are selling today 


The only shovels with full-length backbone, 





THE ONLY SHOVELS FULLY — ° ° ° 
HERE’S WHY: 





PEOPLE ARE BUYING where they get value for their money. With RAZOR-BACK 
Natural clear finished ash handle, not ; a 
weakened by chucking to a shoulder. and RAZOR-LITE shovels you give that value. You can sell them for much 


PE ax SANE Guarantees, less than any “premium grade” shovels even approaching them in service, 
Strong socket with 13 gauge center 


backbone. and still make your full profit... Fastest turnover, too. You need stock in 


Correct hang, perfect balance. only 4 patterns to meet your regular customers’ needs. Prompt delivery 
en Sie ees from your UNION wholesaler. Order your display stock now. 
where shovels never wear out, 


13 gauge center backbone all the 
way to cutting edge, where other THE UNION FORK & HOE COMPANY 
shovels are thinner and wear ouvt 

faster. COLUMBUS 15, OHIO 


Makers of GREEN THUMB Garden Tools @ FLEX*BEAM Farm Forks @ UNION and ATLAS Industrial Tools 
Want more facts? Circle 112, p. 53 
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Once primed, Goulds jets stay primed. 


A patented air-separation chamber supplies prac- 
tically air-free water to the jet. Combined with the 
patented self-priming pump, it: 


1. Ends inconvenient, profitless service calls to 
reprime. Saves you time, money and sleep. 


2. Saves installation time. Gives you easier, faster 
priming. 


3. Prevents seal from running dry, even though 
water level drops below the foot valve. 


22 © HARDWARE AGE, June 15, 1961 


PRIME 


4. Keeps your customers happy. They get water 
whenever their well can supply it. 


An Inside Look Shows WHY 

You Never Reprime a Goulds Jet 

See for yourself. Above is an actual working model 
in transparent plastic. It shows the water below the 
suction pipe—indicating the water in the well has 
fallen below the foot valve. 


Yet the impeller stays submerged. That’s because 
a unique separator in the chamber always keeps 
water around the impeller, no matter how low it falls 
in the well. 


Want more facts? Circle 113, p. 53 








When the water level rises again, the pump— 
which has never lost prime—is ready to go. A vane 
peels the air from the impeller to provide air-free 
water to the pressure pipe. 

You can recommend Goulds Prime-Flow Water 
Systems for depths to 90 ft. Choose from 1% to ! 


4 
4 4 


hp units and capacities to 830 gph. 


Goulds Pumps Inc., Dept. HA-61, Seneca Falls, 
New York. 


GOULDS (@ PUMPS 


Vane strips air from the water, taking 


Air and water spill into other half of 
it from the critical impeller area. 


the chamber. Air goes up discharge 
pipe, air-free water goes to jet. 


Want more facts? Circle 113, p. 53 
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ad WY RO] 1D 
PAINTER’S 





For woodwork separations 
IDEAL FOR iis SMALL WALL CRACKS, Bg 


NAIL HOLES, WOODWORK SEPARATIONS, AND 
UNSIGHTLY IRREGULARITIES BEFORE PAINTING. 
FOR PROFESSIONAL PAINTERS OR DO-IT-YOUR- 
SELF AMATEURS. 


e READY TO USE 


eo CAN BE PAINTED OVER IN 
ONE HOUR 


e MINIMUM SHRINKAGE 
e STAYS PORCELAIN SMOOTH 


e USE DIRECT FROM NEEDLE- 
NOSE TUBE 


°e SAVES TIME AND MESS 


Plastoid Painter's. Caulk is the “last word” in modern caulking 
material. A smooth flowing, easy to handle, brilliant white com- 
pound that dries porcelain smooth. Won't sag or bleed. 


Ideal for use indoors or outdoors. No mixing, no mess. Use right mp 
from the handy six-ounce needle-nose tube. For nail holes 


CURTIS PRODUCTS, INC. 


Main Office & Laboratories: 6461 Georgia Ave., Detroit 11, Michigan 


PRUE 





q p Detroit » Chicago + Richmond, Va. « Oakland » New Orleans 


Kansas City « Tampa « Toronto « Jersey City 
Want more facts? Circle 114, p. 53 
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New from Johns-Manville! 





Now! Sell the finest plastic tape... 
in the handiest dispenser! 


THIS BRAND-NEW DISPENSER 
makes handling plastic electrical 
tape far easier than ever before! 
Far safer, too, because the cutter is 
permanently shielded ... can’t snag 
hands or clothes. 

From beginning to end, your cus- 
tomers will save time and trouble 
with J-M Dutch Brand Plastic Elec- 
trical Tape in this great new dispen- 
ser. And they will like all ten of the 


important advantages shown on the 
right. 

But, see for yourself! Get all the 
facts on Dutch Brand® Plastic Elec- 
trical Tape in the handy new dis- 
penser from your J-M Dutch Brand 
man. Or write or wire E. H. Wells, 
Vice President, Dutch Brand Divi- 
sion, Johns-Manville, Box 14, New 
York 16, N. Y. In Canada: Port 
Credit, Ont. Cable: Johnmanvil. 


JOHNS MANVILLE Iii 


TEN IMPORTANT ADVANTAGES! 


1. Permanently shielded cutter! 
2. No moving parts to snag hands, 
clothes! 3. Can’t dull or clog! 
4. ““Tape-and-tear” with one hand! 
&. Special “grip-strip” for faster 
starting! 6. Full 66’ of finest plas- 
tic electrical tape made! 7. Pre- 
loaded ... ready to go! s. Protects 
tape against dirt, grease! 9. Big 
center hole for easy handling! 10. 
COSTS NO MORE THAN TAPE ALONE! 











NOTHING 
BUILDS 
PROFITS 


SALES 
FEATURES 


—and REMINGTON guns 
and ammo have the extras! 







NEW meg pas 

“SP° SHELLS PUT 
EXTRA MORE GAME-GETTING 
POWER IN THE PATTERN. 


The revolutionary advantages of a polyethylene body 
give ‘‘SP’’ shells greater speed and extra-effective 
knockdown patterns—features that make many 
shooters buy. The secret is in the extra-tight sealing 
of an all-new recoil-cutting ‘‘Power Seal’’ wad column. 
To clinch the sale, these slick, weather-proof shells 
feed faster, won't scuff, swell or jam. They’re now 
just 15¢ more per box, too! 












Now you can sell the popular model 725 bolt- 
action rifle in smashing 375 H&H Magnum 


REMINGTON MODEL 725 and 458 Win. Magnum calibers. This model 
features a built-in muzzle brake that lessens 
NOW iN NEW BIG -GAME recoil by 25% and puts you miles ahead in 
the sales race for guns handling the heaviest 
CALIBERS loads. Also available in the big-selling regular 
model, with handsome Monte Carlo stock, 
hinged floor plate and fine checkering. In 
222 Remington, 280 Remington, 30/06, 243 


Win., and 270 Win. calibers. 
Want more facts? Circle 116, p. 53 
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The only slide-action big-game rifle made, the 
model 760C ‘‘Gamemaster”’ now comes with a light, 


REMINGTON MODEL 760 —Sratn’wur'Be bg troeu to carbines this mneane 
CARBINE IS WORLD’S cee ta is aticee ome erialgees 

DG 087. WFASTEST HAND-OPERATED —toret tn nora ntting 280 remington, 0/06, 270 
BIG-GAME RIFLE Dihesocatvers ue 80 emingens 


This famous firearm, the model 742C‘'Woods- 

: REMINGTON MODEL 742 1a insect, ket wt ememeniainton 
AUTOLOADER ANNOUNCED —Yr%et2mensoes ling ints: nection te 
EXTRA FAST-HANDLING CARBINE 12221722¢,tanses ite rowertut 30108 or 308 


VE RSION Matic’’ action. Also available with 22” barrel in 280 
Remington, 30/06 and 308 Win. calibers. 


With a quick switch to a 20” open-bored barrel with 
REMINGTON MODEL 870 sae nen “retieenseer*'; Shed to" duliegr te 

SHOTGUN BECOMES NEW curacy. With either barrel, the 870 is loaded with 

34] v A “BRUSHMASTER” WITH 20% | ices the action veivet-smooth. The gun is light and 
RIFLED SLUG BARREL © Gonpeh 4ecihaen “SRUSaNARAIN” te BE Gong ony 


‘“‘Wingmaster’’ in 12, 16 and 20 gauges. 





A. 





REMINGTON “SPORTSMAN” No — mages yi Se ee 
58 IS WORLD'S FASTEST-vmrchst.cPes'ycmocast:,Sependabty 
EXTRA SHOOTING AUTOLOADING — 2:2200's.tede from Block of soi steet ana 


SHOTG U N — earl aaa action softens recoil. In 12, 16, 


MR. DEALER: Don’t forget that sales of Remington guns pay you 
big dollar profits! Order from your Remington wholesaler today! 


: FREE! Vrite today for the new sixteen-page 
— = * Remington consumer catalog—just off the 
emin gto. — ag | Press — available to you in quantity for use on your 
Sieve | counter.Write: Advertising, Remington Arms Company, 
A 








Inc., Bridgeport 2, Conn. 


; » Reg. U.S. Pat. Off. ““Brushmaster”’ is trade emark of Remington 
rms Company, Inc., Bridgeport 2, Conn. In Canada: Remington Arms of Canada Lis nited, 36 Queen Elizabeth Bivd., Toronto, Ont. 


Want more facts? Circle 116, p. 53 
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NEW FOAMEDGE 


VINYL COVERED POLYURETHANE wee 
IMPROVED WEATHERSTRIP 


BIGGER 
SOFTER 








“TACK-ON” 
No. 100 Gray 


BETTER INSULATION 
BETTER SEALING 
EASILY INSTALLED 
EASILY SOLD 


Everybody can see and feel the 
superiority of this exclusively 
different weatherstrip. It is a 
better insulation, fits closer, 
seals better. Stops seepage of 
air, dust and noise around 
doors and windows. Also makes 
air conditioning more effective. 





“SELF-ADHESIVE” 
No. 17 - White 


, GARAGE DOOR SEALS 


‘ Double seal of soft foam in tough vinyl casing contours to floor. 
Seals out rain, snow, dust, cold air. Not harmed by oil, grease, paint. 


PIPE 
Co oer COVER 


INSULATES PIPES 
STOPS SWEATING 
EASY TO INSTALL 


This is an entirely new type of pipe cover. It is a 
highly effective insulation, and the sealed surface 
is @ barrier to air and moisture. 


SIMPLY SPREAD SLIT 
SNAP OVER PIPE 
NO WRAPPING 

















SOLD IN 4 FT. LENGTHS 
FOAMEDGE PIPE COVER solves many problems 
and is meeting with tremendous success. The smooth, 
clean vinyl jacket is an integral part of the cover 
lt forms an air and moisture barrier around the 
millions of air cells in the foam insulation. 


ORDER NOW FROM YOUR WHOLESALER 
Exclusively Manufactured By 


STERLING ALDERFER CO. 
3850 Granger Rd. Akron 13, Ohio 


Want more facts? Circle 118, p. 53 
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Sweepomatic 


Quick Kleen 
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IN SALES... 
IN FEATURES... 
IN PROFITS... 


WAGNER SWEEPERS SWEEP BETTER 


America’s Leading Quality Department Stores From 
Coast to Coast Are Now Selling Wagner’s New 
Medallion Line In Volume 


* 3 New Models — latest 
design and color for eye 
catching sales appeal 

* Two moving combs (ex- 
clusive feature) keep the 
brush always clean for 
immediate use 

*50% of the women 
shopping in your store 
are prospects for a 
Wagner sweeper 


© All 3 offer quality fea- 
tures that customers 
want... customers buy 

© Priced to fit every retail 
customer’s budget 

e Backed up with a NEW 
Merchandising Package 
that moves people to 
move goods 


© Wagner assures you full 
profit and price protec- 
tion 

SEE US AT BOOTH 1414-1422 AT THE 
NATIONAL HOUSEWARES EXHIBIT 


ER. WAGNER MANUFACTURING CO., Milwaukee 9, Wis 
ee 
Y 


Want more facts? Circle 117, p. 53 








ane 


~ COMB CLEANED 





CARPET SWEEPERS 











EVERY TIME 
THEY REACH 





IT IS MONEY 
IN YOUR POCKET 


MORE PEOPLE BUY MORE TOOLS aavesk tre on 
WHEN THEY ARE DISPLAYED ON A 
P&C MERCHANDISER. 


Tools sell faster, profits are bigger and easier 
when you install a P&C Merchandiser. Impulse 
sales increase rapidly. Tool turnover is 4 or 
more times a year. No other tool display can 
equal the P&C Merchandiser as a sales and 
profit producer. P&C Merchandisers are used 
in more than 12,000 stores nationally. For in- 
formation ask your wholesaler or write P&C. 


P&C TOOLS ARE PRE-PRICED 
Customers can tell at a glance the price of any 
tool. You save time and money and end cus- 
tomer confusion and profit losses. 





TOOL COMPANY 


Subsidiary of \ R-150 TOOL 
P.O. Box 5926 + Portland 22, Oregon “see Y Then 
oy wher 





In Canada, Box 366, London, Ontario 


Want more facts? Circle 119, p. 53 
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This Dia ond iS ere System 
Friend! 





















DEMPSTER 
CONVERT-O-JET, 

the high quality, low- 
cost convertible system. 
Available in thrifty %4 
and 42 HP and powerful 
¥% and 1 HP models— 
plus extra powerful 
ms, Dual Convert-o-Jet with 
unique back-to-back im- 
pellers that require only 
Y2 HP motor. Everything 
furnished for easy con- 
version except the ex- 
tra pipe. 


DEMPSTER PRIME-0-JET 
self-priming (after case is filled) shallow @ 
well system. Low in cost, high in per- 
formance. Pressure type or with Matched 
Flow with built-in 4 gal. tank. 


It pays for water system dealers to specialize in Dempster 
—the most complete line of water systems, with 83 years 
of experience behind it! Now Dempster systems are more 
profitable than ever. Their high quality of construction, 
higher level of performance, means permanent customer 
satisfaction. As a Dempster Dealer you never have to lose 
a sale—the Dempster line covers every possible require- 


sorsan’ for type, power, depth, pressure, capacity — and 
price! 














Dempster RECIPROCAT- 


> Dempster SUBMASTER—sub- ING Water Systems for 
' eo pumps. Greater deep or shallow wells. 
9 depth, more capacity—eas- Sturdy, reliable, with 


ier to install and service. electric motors or gaso- 


line engines. 








Dempster ae 
systems — single, dual, 
and multi-stage. Silent, 
efficient, built for years 


of service. s 
f m 


Write sites? 4 pats pa ae Water System Catalog 
and detailed, o> sign came folders with performance 
tables and chart 


DEMPSTER MILL MEG. CO. 
BEATRICE, NEBRASKA 
Kansas City, Me. Sioux Falls, ~<a 
Branches: 4 
— —— pw vby L a io lawl. Te Texas 


Want more facts? Circle 120, p. 53 
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NEW EYE-CATCHING VISUAL DISPLAY 
FLEX-A-PRENE Paint Mask in Plastic Bubble Pack designed 
exclusively for the retail trade. Write us today for details. 





Want more facts? Circle 121, p. 53 


























THE BIG NAME 
IN GUN 
CLEANING 


and 
better 
than ever! 


GUN CLEANING OUTFITS 
Show ‘EW and you Sell ‘EM! 


Put Hoppe’s Outfits Right On Your Counter 


Millions of hunters and gun fanciers have proved Hoppe’s Gun 
Cleaning Outfits best! Hoppe’s Outfits contain everything needed 
to keep guns in A-1 condition —- famous Hoppe’s No. 9 Solvent, 
Oil, patches, wipers, nylon bristle brush, cleaning rod, instruc- 
tions. All in a beautiful redwood chest (De Luxe: $3.75 retail) 
or in a sturdy green enameled steel carrier (Utility: $3 retail). 
Sells on a the year ‘round. Perfect for gifts. 

ae casted them for fast turnover. 











UTILITY 


ASK YOUR 
JOBBER FOR 
HOPPE’S 


FRANK A. HOPPE, INC. 


2314A N. STH STREET ¢ PHILADELPHIA, PA. ~ 








Want more facts? Circle 122, p. 53 A 
Want more facts? Circle 123, p. 53 > 




















for Smooth, Sliver-free Sawins 


NO OOO Ee An oy Me AMR 


A BIG SELLER! The increasing use of plywood, 
wallboard, Masonite, Celotex, etc., has created an un- 
limited demand for a saw that will cut smooth, fast and 
easy. Simonds No. 88 Plywood Combination Saw is de- 
signed to meet this need. 

Here is a blade that will cut plywood with or across the 
grain without slivering .. . that will smoothly cut off and 
mitre hardwood, softwood and composition materials. 
Individually packaged, it is chrome plated to stay sharp 


SELL THE BEST...SELL 


“Red End” Hack “Red Tang” 
Saw Blades Files 


“Si-Clone”’ Saws 
(10 types) 


Cross-Cut 
and Docking 


“he 
My 
“Th, 
*h, 
. “te 
e,. 
he, y 
% 


longer and prevent rusting, comes in standard 8” di- 
ameter (Cat. No. 61-18200) with centerhole bushed 
5¢"-14" for use on table, swing and radial arm machines. 

Fully guaranteed, this No. 88 saw has a suggested re- 
tail price of only $4.95 with full discount to the trade... 
is already a favorite with building contractors, cabinet 
shops, boatyards, home workshops, etc. Get full details 


on this extra profit saw from the Simonds Branch 


nearest you. Ss] M @) A} D S 


SAW AND STEEL CO_| 


FITCHBURG, MASSACHUSETTS 


Saws “Blue Tip” Saw Bits and 
“Red Circle” Shanks 


ad 


Carpenters’ 
and Machinists’ 


Hammers 


Branch Offices and Warehouses 
in Union, N. J., Chicago, 
Los Angeles, Shreveport, La., 


San Francisco and Portland, Ore. 
gg 








No other power hand saw 
gives you all these sales-building features— 














“SALES BUILDER” “SALES BUILDER’ 
Light weight, only 8 pounds, Comfortable handle— 
with rugged, precision aluminum Quick action double 
die cast housing. pole trigger switch. 










“SALES BUILDER’ 


Rigid support guides full 
length of blade—no whip. 


ele a 
ya —— 
ie 
a 
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“SALES BUILDER’ 



















“SALES BUILDER’ “SALES BUILDER’ 





Special blade, 8” capacity, Precision ball and needle Specially designed, heavy duty 
is all usable. Cuts on in and bearings, heat treated heli- 7 amp. AC/DC motor. High 
out strokes—No kick, no pull. cal gears. efficiency — cool running. 








THeEe  WELLSAW 4200 


the electric hand saw that’s made to sell 


What makes a saw sell? A lot of things added together. 
First of all a need must exist. After that the saw itself 
is the important thing. 


No other power hand saw 
has all these sales- building uses 


For carpenters or contractors 

Cut flush with support 

Cut beams — up to 8” thick 

Notch without undercutting 

Cutting openings in walls 

Any job that can be done with a handsaw 


The Wellsaw 400 answers more needs than conventional 
portable power saws. And it does so with a design that 
attracts attention and catches the imagination — makes 
people want to try it. The design features pointed out 
above establish the high quality of the Wellsaw 400. A 
few minutes use demonstrates safety and ease of han- 


For home or farm For industry dling. The user can quickly learn to do anything with the 
Building and Skidding Wellsaw 400 that he can do with a handsaw. The price 
oe Crating is right too— particularly in view of the big 8” * cutting 
ae ane Carpentry capacity and broad versatility. 


Plant maintenance 


Dehorning cattle 
Home butchering 


You can profit from all these sales building features 
backed by national advertising and an effective dealer 
merchandising kit. Write for full information or ask your 
wholesaler or distributor to place an order for you. 












*16” capacity models are also available. 





'TS SINCE 1925 
WELLS MANUFACTURING CORPORATION 
503 FOURTH AVENUE, THREE RIVERS, MICHIGAN 


418 
Want more facts? Circle 124, p. 53 
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The DUX-MIXTURE HARDWARE CO. 


“80% of our industrial accounts ek So 
come in through the Yellow Pages!” | [usiiMmaey "iio tit 


C & S$ CHARGE SERVICE 
WE DELIVER 


says D. Schulman, owner, Dux-Mixture Hardware Co., Atlanta, Ga. OSes Dial TR 5-8956 


O16 MARIETTA $T.. NW. 
“Home of 10,000 Items” 
Display ad (shown reduced above) runs under PAINT. Call 


the Yellow Pages man at your Beli Telephone Business 
Office to help you plan your business-building program. 
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“Over 11 years, we’ve increased our Yellow Pages adver- “Our Yellow Pages advertising under Tool Rental brings 
tising from one small listing to an 1ll-ad program.” in about 60% of all the tool rental business we get.” 


ee 
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“One tool rental we got through the Yellow Pages “In 7 years, we've jumped from 27 to 263 industrial 
wound up buying $222 worth of materials from us.” accounts, thanks in large measure to the Yellow Pages.” 


Find Us Fest | 
In The 


Pages 








Display this emblem. It builds your business! 





Want more facts? Circle 125, p. 53 
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22 AUTOMATICS WITH “3-IN-I” ACTION 
FIRE ALL 3 SIZES INTERCHANGEABLY! 











Model 87—$41.50 


New Stevens 87—This great action—proved by more than a million sold—is now better 
than ever! It handles .22 long rifle, long and high-speed short cartridges without any 


adjustment. New streamlined receiver and stock. Lowest priced auto-loader with all these 
features. $41.50 retail. 


New Stevens 87-K features the same “3-in-1” action in carbine length. Sleek new receiver, 


desert tan stock, chromed fittings, white line butt plate add fresh eye-appeal to this trim 
“Scout” carbine. $42.95 retail. 


Nn ee 






Model 7—$39.95 


New Savage 7, only clip magazine rifle that fires all 3 lengths of .22—long rifle, long, high- 
speed short—interchangeably, with no adjustment. This truly de luxe automatic offers 
Monte Carlo stock, fluted comb, semi-beavertail fore-end. $39.95 retail. 


New Savage 6, with tubular magazine, has the identical new streamlined action and design. 
Pours out up to 22 shots as fast as you pull the trigger. Adapts to repeater or single shot. 
Many Savage de luxe features. $45.95 retail. 


Get all the facts on these new 22 autos from your Savage distributor now! 
FOR ADDED SALES IN ’61, Stock — Show — Sell 


Savage / Stevens / FOX 


Prices subject to change. Slightly higher in Canada. 
Savage Arms Corporation, Sporting Arms Division, Westfield, Massachusetts 
Want more facts? Circle 126, p. 53 A 
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Want more facts? Circle 127, p. 53 > 
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NEW “BLU-KROME” FROM CAMPBELL 


CHECK THESE GREAT SALES FEATURES: 


“*BLU-KROME?” finish prevents rust, protects against 
corrosion, resists tarnish. 


‘*BLU-KROME?” finish will not chip, peel, crack or 
flake—and it can be easily painted. 


“BLU-KROME?” finish is bonded to the chain by 
molecular action—it is clean so there is never any 
chance of getting hands or clothes dirty. 


"*BLU-KROME” is available in both Proof and BBB 
Coil Chain in “Cam-Pails” and in fibre drums. 
‘*“Blu-Krome”’ Proof Coil is also available on reels 
to fit famous Campbell Merchandisers. 


Self-Service DISPLAY MERCHANDISERS 


“‘Blu-Krome”’ is available on reels to fit attractive 
display units that invite self-service with these 
great features: front-loading, new chain cutter, 
handy chain-end holders, tilted for better display, 
interchangeable welded and weldless reels, variety 
of assortments available. 


Handy Metal “CAM-PAILS” 


“‘Blu-Krome”’ Proof Coil and BBB Coil 
Chain are available in 100-Ib. packs and in 
standard footage packs. Sizes: 3/16”, 
1/4", 5/16” and 3/8". Cam-Pails are water- 
resistant, reusable and so easy to stock 
and display. ‘‘Blu-Krome’”’ is also available 
in handy ‘‘fibre drum.” 


. AND TAKE A LOOK AT THIS EXCITING NEWS FROM CAMPBELL CHAIN COMPANY 

















CAMPBELL SETS NEW PACKAGE STANDARDS 


Brighter...Neater...Cleaner...More Convenient 


Once again the industry’s leader sets the pace! Now 
Campbell Chain introduces the most modern, com- 
plete packazing available. You can stock the same 
sizes and grades as usual—now decimal packed in 
brighter, neater, cleaner, more attractive packages 
that are easier to display and easier to store. 


In accordance with informative labeling procedure, each 
Campbell label will show: 


¢ Quantity * Stock Number © Finish 


* Item Description °* Brand Name e Illustration 


WAREHOUSES: Medford, Mass. * Atlanta, Ga. * Dallas, Texas * 


All these important features, plus the new ‘‘CC’’ symbol 
for Campbell Chain in handsome display, will get your 
customers’ attention . . . and get their sales, too! 


Yes, you can count on Campbell Chain to lead the way 
in helping you sell more. Campbell pioneered the most 
important developments in chain—from ‘‘Hallmark’’ 
Chain to the new Blu-Krome finish, from ‘‘Measure- 
Mark’”’ Chain to Sentry Slings. Now, with this out- 
standing new packaging, Campbell leads the way 
again to greater chain sales! 


The only Chain Company with Factories and Warehouses Coast-to-Coast 


CAMPBELL CHAIN COMPANY 


3 FACTORIES: York, Pa. - West Burlington, lowa - Union City, Calif. 


Chicago, lll. * Portland, Ore. + Seattle, Wash. * Los Angeles, Calif. 
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There’s a booming market in home modernization lines 


and the volume and profits go to dealers who... SELL a 


PACKAGE 
DEAL 


Every day repairs are made in the 53 million house- 
holds in this country. 

Some repairs involve only faucet washers or a quart 
or so of paint to occupants of rented homes or apart- 
ments. Many repairs, however, in the 33 million own- 
er-occupied households involve builders’ hardware, as 
well as paint, plumbing and electrical merchandise, 
kitchen cabinets and appliances. 

The hardware dealer is the logical outlet for re- 
modeling and redecorating lines to these householders. 
The question then confronting hardware dealers is 
whether to go after this market selling merchandise 
as individual items, or selling merchandise in a pack- 
age deal. 

Star Hardware & Plumbing Supply Co., Hartford, 
Conn., has answered the question by selling the home 
improvement market through a fully staffed remodel- 
ing division. 

Customers who bought Formica for a counter top 
often asked the salesman who they might get to in- 
stall it. The sale of bathroom fixtures brought que- 
ries about plumbers. 

Many customers had little interest in becoming do- 
it-yourselfers. But recommending a carpenter, or 
plumber, still left the problem unsolved. When several 
sub-contractors became involved with a job, one some- 
times blamed the other for poor scheduling or over- 
lapping authority. Thus the homeowner found himself 
directing the job, while he had hoped that someone 
else would carry the burden. 

The situation became acute as the result of a highly 
successful promotion. Star Hardware found itself 
flooded with orders when it offered a package deal 
of cabinets, counter, sink, and waste disposer in a 


This is the package deal that triggered a hardware 
dealer going into a home modernization service—an 
offer of a kitchen unit complete and installed. 
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Sell a package deal 


(Continued ) 


f 
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Water pump systems lead to sales of plumbing lines to 


and for complete installation jobs. 


unit covering 6 ft of wall space. The promotion em- 
phasized that installation service was available. 

Today, the firm employs two full time carpenters. 
It also makes arrangements for the services of any 
other necessary sub-contractors. Star Hardware 
salesmen estimate, plan, and design any job involving 
the remodeling of kitchens, bathrooms, or heating 
systems. The contract with the customer guarantees 
complete satisfaction, and this dealer handles the 
job through every phase. 

Once established in the remodeling business, Star 
Hardware management set out to guarantee continuity 
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do-it-yourselfers, 


of its program through effective displays and consist- 
ent advertising. 

In newspaper advertising, which sometimes runs 
to three and a half pages a week, Star Hardware aims 
at the market in the middle and upper middle class. 
Sunday ads are made up to reach distant customers 
within the state. Weekday ads stress impulse buying 
locally. 

When a Star Hardware salesman estimates a job, 
he sometimes includes a sketched floor plan, but does 
not become involved with an elaborate perspective 
drawing. Star Hardware’s plan is to sell basic utility, 
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Model room setups are features in the display 


windows of Star Hardware. 


functional enough for good performance yet different 
enough to cause conversation. 

After completing a job, Star Hardware’s salesmen 
file all the related correspondence, and note on a sepa- 
rate sheet the street numbers of homes close by. After 
a period of time, they check to see how many of the 
surrounding homes have produced other sales. 

This is proof of the effectiveness of word of mouth 
advertising. It acts as a gage to determine the ac- 
ceptance of the work. 

Next to newspaper advertising, display is Star 
Hardware’s greatest asset in getting new sales’ leads. 
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Star Hardware makes up its own displays, to incor- 
porate the basic theme and to pinpoint attention to- 
wards the market it seeks. In line with this, manage- 
ment obtains good results by participating in home 
shows. 

Star Hardware conducts a home show each spring. 
Preliminary arrangements have been made to repeat 
the performance next fall. Management feels that 
such shows, where manufacturers’ representatives are 
invited to participate, are more beneficial sales-wise, 
and offer more to both the customer and the firm, 
than a seasonal open house. 

Star Hardware’s inventory strategy is simple: Keep 
the stock room full. It believes in inventory-in-depth, 
and a trip through the back of the store proves it. 
Star Hardware seldom loses a sale or is forced to hold 
up a job because of a missing piece or part. 

This dealer backs up to the fullest, each phase of 
activity. 

For kitchens it carries a complete line of built-in 
appliances, range hoods, cabinets, and all other ac- 
cessories. 

For bathrooms, a full selection of fixtures, white 
and colored is stocked. 

To support the heating line, Star Hardware carries 
a full range of both hot water and warm air equip- 
ment that can be delivered and installed immediately 
following the order. 

Selling the piece has led to the package at Star Hard- 
ware, and profits have increased along with volume. 

End 
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READ... 


before you lease! 


Don’t get trapped into a bad arrangement 


by ignoring the small type 


in your store’s lease contract. 


Recently a hardware dealer had 
an opportunity to sell his store 
and retire. If the sale went 
through, this hardware merchant 
would realize a good price on the 
sale and could start taking life 
easy after working in the store 
for years. 

Everything was ready to close 
the deal. 

The buyer had raised the nec- 
essary money to take over. The 
dealer had made tentative plans 
to help get the new man started 
on the right foot in hardware mer- 
chandising. 

Then, just at the last minute, 
something went wrong that stop- 
ped the sale. 

In checking over the lease agree- 
ment, the lawyer hired to handle 
the sale of the business discovered 
there was a provision in the lease 
that it couldn’t be cancelled, or 
re-written for the new owner. 

This stopped the sale and the 
plans for retirement went out the 
window because the original lease 
hadn’t been carefully examined. 

This could have been avoided if 
the owner had been careful in 
signing his original lease. He could 
have checked it himself or have 
had his lawyer check it for him. 
The assignment provision would 
have been discovered then and 
this disappointment would have 
been avoided. 
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Now this merchant has this ad- 
vice for all other retailers: 

Be sure you sign a good lease. 

Before signing any lease agree- 
ment it might be advisable to ex- 
amine the four types of contracts 
that are available for retailers. 
These are: (1) flat rental; (2) 
re-appraisal rental; (3) graduated 
rental; (4) percentage of sales 
rental. 


Flat rental lease 


This lease provides that a cer- 
tain amount of rent is to be paid 
each month for the duration of the 
lease agreement. This gives you 
an advantage because you know 
just exactly how much rent you 
will have to pay each month. It 
has the major disadvantage that 
if the property decreases in value 
during the period of the lease or 
if business falls off substantially, 
you are stuck with an inflated 
rent expense. 


Reappraisal lease agreement 


This lease makes provision for 
reappraisal of the property at 
specified times during the life of 
the lease. You will not gain a 
great deal by this and you will 
usually suffer the disadvantage of 
being penalized if the property 
improves in value, even though it 
is through your own efforts to 


build business in the location. 

Then, too, the cost of the reap- 
praising may be considerable and 
thus increase the net amount 
charged to occupancy expense. 
Time and effort are required to 
locate a competent appraiser who 
will satisfactorily evaluate the 
property. As a result, this form 
of agreement isn’t used by many 
retailers. 


Graduated lease agreement 


This lease has a low figure for 
the first period of time, then in- 
creases gradually, and finally 
reaches a peak at which it re- 
mains. 

For instance, the rent might be 
$100 a month for two years, $150 
for the next three years, and $200 
a month for the remainder of the 
time. 

This type of lease agreement 
entails a long term. You may not 
want to be under contract with 
your landlord for that long. 

It is difficult to calculate the 
graduations fairly for both par- 
ties, and when it is time for re- 
newal the base figure is the high- 
est rental figure. This may make 
the new rent too high. Thus, the 
graduated lease agreement is less 
acceptable than some other types 
of leases. 


Percentage of sales lease 


Under the terms of this lease, 
a flat figure is determined as a 
minimum rent. Then, for all sales 
over a fixed amount, a percentage 
of sales is charged. 

For instance, the flat figure may 
be $80 a month rent based on a 
figure of 8 per cent of sales. For 
all months with sales of less than 
$1000 a month, you would pay $80. 
On sales volume over $1000, your 
rent would be figured at 8 per cent 
of sales. 


This type of lease makes ex- 
pense budgeting easier, because 
rent expense is in direct relation- 
ship to sales volume. 


Costs of operating are changed 
with changes in business condi- 
tions. It makes a fairer agreement 
for both you and your landlord. 


However, this lease agreement 
penalizes you to a certain extent. 
As you improve your business in 

(Continued on page 89) 
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Roadside location is new home for Rooch Hardware, with space for expansion, customer parking, plus a park-like 
lawn out front for demonstrations of power mowers. 


When you relocate your store 


be sure you have enough... 


space 10 GROW 


Squeezed in too tight downtown? 

Doubtful about signing a long- 
term shopping center lease? 

Afraid you are losing money 
every day that you delay your de- 
cision ? 

These were the questions in the 
mind of a mid-western dealer a few 
years back. Relocation by this 
dealer of his store was a difficult 
decision for his hardware store 
downtown had been a main street 
fixture for many years. But there 
was no getting away from it. El- 
bow room was needed. The store 
was going nowhere. 

Darrell E. Roach, owner of the 
store that bears his name, pon- 
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When you relocate your store be sure 


you have enough ... SPACE TO GROW 


(Continued ) 


Mrs. Thelma Roach, manager of oe 2 
the housewares and giftwares de- jaa. 


partments. 


Also, a professional 


flower arranger, and speaker at 
women's club meetings. 


dered his problem. 

Parking had reached impossible 
proportions in downtown Topeka, 
Kan. The store had no display or 
sales area to try new lines. Too 
much business was bunched in too 
few hours. Volume was _ static 
when it should have been growing. 

Mr. Roach decided to relocate 
with a store out of the downtown 
area. Now the Roach Hardware 
store flanks its own park in a com- 
mercially zoned crosstown thor- 
oughfare close in to Topeka. It 
has elbow room to grow. 

Mr. Roach rejected all opportu- 
nities to locate in large shopping 
centers. They would, he felt, put a 
straitjacket on expansion, should 
history repeat itself. 

The land he bought is ample for 
growth for a couple of generations. 
There’s room to build and room 
to park. The ground not now in 
use is a well maintained park area 
that adds much to the beauty of 
the neighborhood. 

Mr. Roach’s original plan was to 
maintain both stores. It was almost 
immediately apparent that the ma- 
jority of Mr. Roach’s customers 
preferred shopping at the new lo- 
cation. The downtown trade did 
not seem to mind the little extra 
driving time to the new store. 

With some misgivings the old 
downtown store, once a landmark, 
was closed out. The new store would 
have to carry the load. 

Did this gamble pay off? Sales 
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at the new location average about 
50 percent higher than volume dur- 
ing the last full year of business 
downtown. It wasn’t long after the 
new store’s grand opening that ex- 
pansion was needed. This expansion 
doubled the size of the new store. 
Now, the store is pushing against 
the walls again, and another ex- 
pansion may be called for. 

The beauty of Mr. Roach’s gam- 
ble is that he can expand on ground 
that he owns, so there is no real 
problem when this subject becomes 
pressing. 

Giftwares was the first depart- 
ment to outgrow its space. Mrs. 
Thelma Roach manages giftwares 
and housewares. It is a standard 
joke in the store that you dare 
not loan Mrs. Roach a gondola, 
even for one day, because you'll 
likely never get it back. 

Demand for giftware and house- 
wares has tripled as a result of 
Roach’s move and expansion. Much 
of this credited to convenience for 
housewives. They can shop now 
whenever the mood strikes, where- 
as a downtown shopping trip was 
a major expedition. 

Evening hours also contribute 
traffic. Many women prefer to shop 
and compare, without buying, dur- 
ing the daytime hours. Then they 
talk to their husbands, make de- 
cisions, and buy at night. 

This phase of merchandising 
seems to be gaining strength, “A 
factor more dealers should think 








about,” Mr. Roach says. 

Other departments, especially 
those popular for suburban living, 
have at least doubled in volume: 
paint and sundries, lawn and gar- 
den needs, and most do-it-yourself 
staples. 

The man of the house can now 
shop at leisure in his relaxing- 
clothes, instead of taking a few 
minutes from his office at lunch 
time. 

Store hours and working shifts 
have been drastically revised. Con- 
ventional downtown hours have 
been changed. Roach Hardware 
now is open 9 to 9 daily, Sunday 
from 9 to 5. 

Monday and Monday evening is 
one of the better selling periods. 
Business after dark leans to big- 
ticket sales and quantity sales. 
Families shop as units and make 
key buying decisions. 

In the daytime, the former hec- 
tic noon hour selling peak has dis- 
solved into a leisurely all-day hum 
of activity. 

Impulse sales and ‘self service 
have gained greatly in the new 
store. Customers who don’t have 
to worry about a ticking parking 
meter seem to shop at greater 
length. Also, the store is saving 
substantially in not having to pay 
its share of the maintenance of 
the downtown cooperative parking 
lot. 

Another saving is the dip in de- 
livery requests. More customers 





Top, gift wrapping service is adver- 
tised in Roach Hardware's giftwares 
section. Middle, baby supplies sec- 
tion takes up 8 foot wall section. 
Bottom, drygoods pulls traffic for 
hardware store located on the high- 
way, aS a convenience service. 


seem anxious to take purchases 
with them. 

Lawn business is booming. 

The store maintains its grounds 
in park-like form, for beauty and 
for demonstrations of mowers. 
This paid off in sales of 360 power 
mowers in 1959. Mr. Roach has 
twice won a city contest for “love- 
lier lawns.” 

“On sales of power mowers 
alone,” Mr. Roach says, “the move 
from downtown has been justified.” 

The success of the Roach store 
is drawing other merchants to the 
community. In fact, the Roach store 
is the hub of a small shopping . 
area which has sprung up through ml” 4.2. ba 
other merchants locating nearby. 

Elbow room has paid off in many e comeeel 
ways. Sections such as drygoods . a 
and notions, and baby needs were 
created by popular demand. Ser- 
vices such as free gift wrap on 
“purchases over $5” developed 
from the boom in housewares and 
giftwares. 

Twenty percent of sales in this 
store stem from housewares and 
giftwares. There are many tables 
of chinaware. Downtown, there had 
been no room for these lines to 
prove their strength. 

Mrs. Roach has merchandised her 
departments to attract women cus- 
tomers with large selection, fixtures 
painted special colors for special 
lines, and full-time emphasis on 
housecleaning and display. 

Mrs. Roach is a public speaker. 
She discusses flower arranging and 
gift wrapping before many wom- 
en’s organizations in the city. This 
is solid promotion that pays. 

A by-product of Mrs. Roach’s 
talks is that the store has been 
made headquarters of the Topeka 
Council of Garden Clubs. The store 
allots space for a small desk, chairs, 
and telephone. The council pays 
for these. The store, as a lawn and 
garden center, realizes many ob- 

(Continued on page 74) 
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Can independents 
compete with chains? 


V. J. Menier says: "Il thrive on chain 
store competition by doing what they 
don't or won't do.” 


Are you worried about excessive competition? Is it 
springing up all around you and draining off traffic? 

It could be a blessing in disguise. That’s what a 
Texas dealer finds. 

When V. J. Menier, owner of Menier Hardware, 
San Antonio, signed a lease on a 6000-ft store in a 
new suburban shopping center last year, his eyes were 
wide-open. 

This dealer knew that adjoining him would be a 
major Western Auto unit. Two doors away would 
be a large White Auto Store. Just across the open 
mall would be a large Kreage variety store unit, and 
adjoining that would be a toy store. 

Mr. Menier also was aware that less than a half- 
block from his store would be a large J. C. Penny 
outlet. 

Shortly after signing this lease, this dealer signed 
another one for a smaller store in the nearby North 
Star Mall, where his store is even more blocked by com- 
petitive chain stores. Adjoining this store is a sport- 
ing goods store, and next to that is a toy establish- 
ment. Directly across the enclosed, air-conditioned 
mall is a Western Auto unit, and two doors away is 
a Kreage variety store. 

Selecting these sites deliberately, knowing of the 
competition surrounding him, is typical of young 
Menier’s defiance of tradition in the retail hardware 
business. _ 

“I suppose I’ve broken practically every established 
rule for the conduct of a hardware store,” young Mr. 
Menier says, “probably because I didn’t know any 
better.” 

This dealer opened his first store, also a suburban 
project, in 1951 with no hardware experience at all. 
He had $1000 in borrowed capital. He not only lacked 
hardware experience but business experience gen- 
erally. He was an aeronautical engineer and had just 
come out of the Air Force and settled in San Antonio. 

“I don’t know yet why I chose hardware,” Mr. 
Menier says. “It somehow appealed to me, and so I 
decided I wanted to own a hardware store.” 

Today the dealer’s net worth is $200,000. He admits 
that he knew so little about the hardware business 
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p KY” “DIAMOND WAIene? 


Menier Hardware’s shopping center neighbors are for- 
midable competitors. 


when he started that he scarcely knew who were sup- 
posed to be his competitors. Not knowing, he simply 
ignored their methods. He does the same thing today. 

“I simply don’t worry about competitors,” Mr. 
Menier says. “I let them worry about me.” 

That some of them do worry gives him a degree of 
personal pride. 

“Last Saturday one competitor with a store five times 
larger than mine shopped my store five times, to my 
knowledge. But I didn’t return the calls. I never shop 
any store. I have enough to do to take care of my 
own business.” 

Mr. Menier opened his second store in August, 1960, 





Is too much competition your problem? 


If so, here are ideas from a dealer who 


likes to compete with the chains. 


Personal service is helpful to customers who have prob- 
lems. 


and it was out of the red in three months. The third 
unit opened barely a month later and it also began 
showing a profit in approximately three months. 

Basically, Mr. Menier’s formula for prospering in 
modern shopping centers, surrounded by strong com- 
petition, is to stock what the others do not. This 
applies to specific items and to quality of the more 
common lines. 

“Price generally is the dominant appeal in our com- 
petitors’ stores,” Mr. Menier points out. “It is not a 
major factor with us. 

“That does not mean that we don’t like and use 
promotions at a price. We do, but even the promotion 


items are of a higher quality than generally prevails 
in competitive stores.” 


As an example of how quality attracts, the shop 
foreman of an adjoining auto chain store buys all his 
tools from the Menier store, although his own estab- 
lishment stocks a big selection of tools. 

There really is an advantage in being fenced in by 
competitors, Mr. Menier finds, because these stores 
help to build shopping center traffic. Much of that 
traffic filters to the hardware store. 

“It is particularly important,’ Mr. Menier stresses, 
“that the hardware store invite and attract shoppers 
with a well-lighted, airy and friendly appearance. We 
aim to induce people who stroll the mall to come in by 
making the store especially inviting. And we strive to 
serve them when they do come in.” 


it takes more than self service 


Every person who comes into a hardware store is 
“in trouble,” in one mild form or another, Mr. Menier 
assumes. He sets his selling and service around this 
assumption. 


“For that reason,” he declares, “I think self service 
is for the birds.” Not that he does not make the 
store inviting to self-shoppers and browsers. Mr. 
Menier does. 


Everything stocked is displayed within easy reach 
of the customer. 

“But being in some form of ‘trouble,’ the customer 
needs help and advice,’ Mr. Menier believes, “and 
you can’t help him if you leave it to him to solve his 
own problem.” 

This dealer cites paint, as an example. 


A woman comes in to buy a can of something to fin- 
ish some chairs. All she knows is that she wants a cer- 
tain color of paint or varnish or something. It is the 
job of someone to talk to her about her painting prob- 
lem, learn what she needs and suggest it. 


Customers want help buying tools 


She may need a brush, sandpaper, paint-remover; 
but she does not realize she needs all these things 
simply to refinish a few old chairs. Unless somebody 
helped her, she would leave the store unprepared to 
solve her problem, the job would turn out poorly and 
she would lose her zest for refinishing furniture and 
painting generally. 


Tools are another line where the average customer 
needs help in selecting what he needs. Only by talking 
to him about his problem is it possible for the sales- 
man to serve him adequately. 

Incidentally, the men and women who sell in the 
Menier stores are neither salesmen nor clerks. They 
are “specialists,” and the company features this point 
in all advertising and promotion. 

“We stress that every man who serves the customer 
is a specialist in our lines. We tell the trade that each 
man is capable, willing and eager to help customers 
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Can independents compete with chains? 


(Continued ) 


with their problems, regardless of how simple or com- 
plicated,” Mr. Menier explains. 

The want book is greatly used and respected insofar 
as selection of new lines is concerned. 

“I’d dismiss a man quicker for failing to enter 
an inquiry in the want book than I would for being 
absent without reason,” Mr. Menier declares. 

“We watch the want book religiously. When it 
shows that enough people are asking for an item, we 
stock it, even if it’s men’s ties. If people are coming 
here to buy a certain item, it means that they are not 
finding it in the other stores of the shopping center. 
We assume that it belongs in our store.” 

For example, many customers asked for religious 
items. After these inquiries went to the want book 
several times, Mr. Menier inquired around and found 
that no other store in the shopping center stocked this 
merchandise. He did, and the line is doing excep- 
tionally well. 

Men who came in to buy fishing tackle occasionally 
inquired about small boats and outboard motors. In 
fact, enough of them inquired to make an imposing 
showing in the want book. So the store now has a 
line of small boats and outboards, and the addition 
is making money. This new line is helping to capitalize 
on the natural traffic of the store and the center 
generally. 

Traffic-builders in a shopping center hardware store 
are all-important, this merchant finds. He uses service 
shops in each store not only as a means of taking care 
of customers’ problems but to bring in more cus- 
tomers. 

The service shop in the original Menier store does 
an annual volume of $25,000 and helps tremendously 
in keeping up traffic in this older store. 


Concession departments pay off 


Two of the stores have shoe repair departments, 
and the second Menier store has a leased watch repair 
department. This not only helps to carry much of the 
fixed overhead but more important, it brings addi- 
tional men and women into the store every day. 

Each store also has a locksmith and key-making 
section, basically to attract more store traffic. 

By the use of comparatively low (42 in.) island 
fixtures and liberal application of perforated paneling 
’ around all walls, Mr. Menier has been able to expose 
merchandise to the limit. Glass canopies about 2 ft 
deep are illuminated by continuous concealed tube 
lighting. 

The company features promotions as traffic-builders 
but it does not feature prices. It spends 1 percent of 
gross volume for advertising and sticks to the first- 
of-the-year budget regardless of circumstances. 

The company promotes credit as a means of further 
service. About 50 percent of volume is credit, most 
of which is on a revolving account basis. 

“We like for people to owe us,” Mr. Menier says. 
“It keeps them thinking of our stores.” —End 
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Dolls are in good demand every month of the year. 


Sell toys 


year-round?. eee 


The average customer has several occasions to buy 
toys during the year, over and beyond the Christmas 
season. The reasons are numerous: 

—Birthdays of children, grandchildren, and friends. 

—Get-well and reward toys, bought as presents. 

—Craze”’ toys, such as hoops. 

—Toys for travel, backyard play, and vacations. 

—Toys seen on TV. 

Such examples are numerous, particularly in an 
economy that can afford the luxury of such purchases 
on impulse. The spectacular growth of toy sales, even 
in occasionally soft years, is evidence of this. 

The average hardware dealer used to think of toys 
as a line that opens in November and is shut up tight 
on Christmas Eve. But the number of dealers who 
have found substantial year-round potential in this 
high-profit line is growing. 

A good example is Joe Aycock. 

Mr. Aycock finds that toys can be sold the year 





Owner Aycock encourages youthful prospects. 


.oo dl PAYS! 


around. At his Home Hardware, San Angelo, Texas, 
toys make up 20 to 25 percent of the $125,000 annual 
gross sales. 

“We never stop selling toys,” this dealer says, “or 
advertising them. They sell every week of the year.” 

Mr. Aycock bought the store about a year and a 
half ago. Toys were being sold by the former owner, 
but toy sales have since more than doubled. 

This has been accomplished by several methods. 

First, Mr. Aycock moved the main toy department 
from the front to the rear of the store. Parents com- 
ing in with children are now required to walk through 
the store. This has increased impulse sales of other 
items. 

There is still a small toy department up front, but 
this is used mostly as a come-on for passersby. Once 
inside, customers are directed to the main displays. 

The various toys are departmentalized. One 15 x 30 
ft platform is a foot higher than the main floor. It 


is used for boys’ toys, particularly wheel goods. 
Nearby along a sidewall are the dolls. Other toys are 
grouped on various island displays. This arrangement 
separates the boys and girls and seems to speed up 
sales. 

The more expensive toys are placed on the walls 
to provide a better view and reduce handling. Large 
dolls, for example, in sheer white dresses are placed 
too high for children to handle. Sturdier toys and 
more economical dolls are within easy reach. 

Since women buy most of the toys, Mr. Aycock uses 
two sales ladies for this department. Each is trained 
to be courteous and patient. Toys are rearranged 
regularly throughout the day to keep the displays 
neat. They are also rearranged in different displays 
every week or so to stimulate new interest. 


Toys promote family store image 


Toys are a regular part of the store’s advertising. 
The best medium is a one-minute radio spot during 
newscasts, which cost $2.30 each time. Mr. Aycock 
pitches his sales talk at grandparents, who he says 
buys many of the toys. 

One ad goes like this: “Are you a space-age or an 
old-fashioned grandmother? Whichever it is, we have 
just the toy for your favorite grandchild.” 

The store does not overlook the older child. It has a 
large department of games, intellectual toys and items 
that are popularized by the schools. 

Just back of the toy displays is the toy stock room. 

This 20 x 20 ft room is departmentalized just as 
the sales room is, and each item is in a marked place. 
When a customer buys a large doll or a tricycle, a 
clerk walks behind the partition and gets a model 
already crated. 

This helps in re-stocking shelves during rush pe- 
riods. It also simplifies inventory counting. 

“We are always looking for the new ideas,” says 
the owner. “We keep up with the field, pump supplier 
salesmen for new items, watch for trends, and try 
to be the first to stock new toys. 

“If we get merchandise that won’t sell, we keep 
rearranging it, and finally put it on a bargain table 
up front where it always sells. Toys are never sold 
below cost, however.” 


Older children are customers too 


The management tries to reach the entire family. 
When Mr. and Mrs. Jones are coaxed in by their chil- 
dren, Mother may buy a roaster, while Dad might 
pick up a wrench or pair of pliers. Thus the sale of 
toys stimulates other departments. 

“The main reason our toy department has done 
well,” Mr. Aycock says, “is because we like children 
and like to work with them. 

“Toys can be sold the year around, because most 
customers have more money than ever before. And 
nearly all of them will spend some of it on their 
children if coaxed just a little; and if they are shown 
reasonable assortments.” —End 
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EMPLOYEE RELATIONS 


Right or wrong 2? 


How would you solve these employee problems? 


Here is the second review of true-life case histories of 
employee problems. How would you solve them? The 
decisions of the arbitrators who handled the cases are 
given to permit you to check your opinions with their 
decisions. Names of the principals have been changed. 
Readers who want actual case citations can obtain them 
by writing Hardware Age. (For first review of case his- 
tories, see HA, Jan. 12, p. 54.) 


The problem: Can you fire an employee for stealing 
when the criminal charge against him has been dis- 
missed? 


What Happened: 


The plant-protection department received a phone 
call which hinted that Harry Smith had stolen some 
materials from the company. Management asked a 
deputy sheriff to search Smith’s home. One item was 
found which had the company initials stencilled into 
it. 

When Smith was questioned, he first admitted— 
and then denied certain thefts. His son-in-law’s testi- 
mony was damaging. “Sure Pop took some things 





























from the company. Why, you can see the cut in the 
company’s fence where he passed them through.” 
When the plant-protection crew investigated, they 
found the cut in the fence. 

The company filed criminal charges against Smith, 
but these were dismissed for lack of sufficient evi- 
dence. At the same time, the company suspended— 


and then discharged Smith. He protested his dis- 
charge indignantly: 

(1) The dismissal of the criminal charges against 
me shows that the company’s accusations aren’t true. 

(2) The items which were supposed to be stolen 
could all have been part of the batch of used items 
which I purchased. 

The company supported its disciplinary action by 
arguing that it has the right to make its own assess- 
ment of the evidence against the employee. 

Was the Company Right © Wrong 2 
What Arbitrator J. A. C. Grant ruled: 

“The company is justified in asserting its right to 
evaluate the evidence itself. The district attorney’s 
decision not to prosecute frees the accused of the 
criminal charge, but cannot shield him from dis- 
ciplinary action by his employer. Harry Smith was 
dismissed for proper cause.” 


The problem: Can an employee get sick-leave pay for 
the time spent having a physical examination? 


What Happened: 


“T’ll have to take Wednesday off,” Bob Humphries 
said to his supervisor on Monday. “I’ve got to go see 
the doctor. I made the appointment a month ago.” 

“Okay, the work load for this week looks pretty 
normal,” said the foreman. “You’re not sick, are you?” 

“No,” answered Humphries. “I’m not sick but I 
think I better get a general check-up. You know how 
it is. I’ll get sick-leave pay for the day, won’t 1?” 

“No, I don’t think you’ll get paid for the day.” 

When Humphries returned to work on Thursday he 
gave the foreman a company form signed and dated by 
the doctor stating that Humphries “was ill and under 
my care ...and unable to work.” When the foreman 
again asked him if he’d been sick, Humphries said 
“No.” Later the superintendent asked him if he’d been 
sick. “No,” he replied. “But my legs have been troub- 
ling me. I was afraid I might have arthritis. It’s a 
relief to know nothing is wrong with me.” 

The company ruled that Humphries was not entitled 
to a day’s sick pay—so he filed a grievance with these 
arguments: 

(1) The agreement says “an illness must be certi- 
fied by a licensed practitioner before payment will be 

(Continued on page 76) 
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SELL ‘EM? 
- SHOW “EM! 


Specialization pays off, not only in merchandise but in 
display as well. Here’s how Maloney’s Hardware, Bee Ridge, Fla., puts 
unusual displays to work to tell its trade 


about its product specialties and depth of assortments. 


Dealer Maloney finds big volume and profit in picture 
frames and ceramic tiles. The specialty treatment is 
given both lines through wide assortments that are 
emphasized by generous displays. 


Home built fixture of dowels and scrap lumber shows 
12 sizes of shutters in depth of stock. Stacked by size 
and width, customers help themselves with ease. Fixture 
holds some 250 separate pieces. 


sabes ES 


Legs for tables, legs for chairs. Shelf brackets and 
hardware. Here is a specialty line that has big potential 
when given a full display treatment as shown. This unit 
that shouts “We specialize!’’ is purposely shown just 
inside the front display window. It makes a strong 
impression on passersby. 
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EMPLOYEE RELATIONS 


Right or wrong ?? 


How would you solve these employee problems? 


Here is the second review of true-life case histories of 
employee problems. How would you solve them? The 
decisions of the arbitrators who handled the cases are 
given to permit you to check your opinions with their 
decisions. Names of the principals have been changed. 
Readers who want actual case citations can obtain them 
by writing Hardware Age. (For first review of case his- 
tories, see HA, Jan. 12, p. 54.) 


The problem: Can you fire an employee for stealing 
when the criminal charge against him has been dis- 
missed? 


What Happened: 


The plant-protection department received a phone 
call which hinted that Harry Smith had stolen some 
materials from the company. Management asked a 
deputy sheriff to search Smith’s home. One item was 
found which had the company initials stencilled into 
it. 

When Smith was questioned, he first admitted— 
and then denied certain thefts. His son-in-law’s testi- 
mony was damaging. “Sure Pop took some things 

















from the company. Why, you can see the cut in the 
company’s fence where he passed them through.” 
When the plant-protection crew investigated, they 
found the cut in the fence. 

The company filed criminal charges against Smith, 
but these were dismissed for lack of sufficient evi- 
dence. At the same time, the company suspended— 


and then discharged Smith. He protested his dis- 
charge indignantly: 

(1) The dismissal of the criminal charges against 
me shows that the company’s accusations aren't true. 

(2) The items which were supposed to be stolen 
could all have been part of the batch of used items 
which I purchased. 

The company supported its disciplinary action by 
arguing that it has the right to make its own assess- 
ment of the evidence against the employee. 

Was the Company Right © Wrong © 
What Arbitrator J. A. C. Grant ruled: 

“The company is justified in asserting its right to 
evaluate the evidence itself. The district attorney’s 
decision not to prosecute frees the accused of the 
criminal charge, but cannot shield him from dis- 
ciplinary action by his employer. Harry Smith was 
dismissed for proper cause.” 


The problem: Can an employee get sick-leave pay for 
the time spent having a physical examination? 


What Happened: 


“T’ll have to take Wednesday off,” Bob Humphries 
said to his supervisor on Monday. “I’ve got to go see 
the doctor. I made the appointment a month ago.” 

“Okay, the work load for this week looks pretty 
normal,” said the foreman. “You’re not sick, are you?”’ 

“No,” answered Humphries. “I’m not sick but I 
think I better get a general check-up. You know how 
it is. Vil get sick-leave pay for the day, won’t 1?” 

“No, I don’t think you’ll get paid for the day.” 

When Humphries returned to work on Thursday he 
gave the foreman a company form signed and dated by 
the doctor stating that Humphries “was ill and under 
my care ...and unable to work.” When the foreman 
again asked him if he’d been sick, Humphries said 
“No.” Later the superintendent asked him if he’d been 
sick. “No,” he replied. ““But my legs have been troub- 
ling me. I was afraid I might have arthritis. It’s a 
relief to know nothing is wrong with me.” 

The company ruled that Humphries was not entitled 
to a day’s sick pay—so he filed a grievance with these 
arguments: 

(1) The agreement says “an illness must be certi- 
fied by a licensed practitioner before payment will be 

(Continued on page 76) 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 53, and mail 


Item 1 
Display unit for pruners 

A varied array of 10 Wiss prun- 
ers is held in this counter or win- 
dow display unit which is free with 
the assortment. There are two each 


wins 


eee 


of five styles of Hy-Power, Stand- 
ard and Draw-Cut pruners. Retail 
value of the assortment is $30.80. 
J. Wiss & Sons Co., Dept. HA, 
Newark 7, N. J. 


Item 2 
4-way quiet wall switch 

Eagle’s 4-way Touch-A-Matic 
silent wall switches can be turned 
on or off by tapping, pressing, flip- 


50 ¢ HARDWARE ACE, June 15, 1961 


on SOF " 
pee opts | 


— | 


OUCH-A-MATIC 
TALE gust switcu 


4 WAY 


» with £.2 Wit 
~ PRESSURE TERMENBLS 


pos PUP AT 
: A ROLL IT 


ping, or rolling. Switch has en- 
closed E-Z Wire pressure terminals 
for quick and easy wiring. Comes 
packed in individual cellophane- 
wrapped Sho-Pak. Eagle Electric 
Mfg. Co., Dept. HA, 23-10 Bridge 
Plaza South, Long Island City 1, 
N.Y. 





Item 3 
Lock replacement kit display 


Kwikset’s self - merchandising 
display carton for Modernization 
Kits shows customers before and 
after results of modern locksets. 
Kits consist of four plates for re- 


placement of mortise locks with 
modern locks without refinishing, 
repainting or refilling holes left by 
old lockset. Parts and instructions 
packed in polyethylene bag. Carton 
is shipped in protective sleeve and 


has die-cut opening which is folded 
and inserted behind packaged kits. 
Kwikset Div., American Hardware 
Corp., Dept. HA, 516 E. Santa Ana 
St., Anaheim, Calif. 


Item 4 
Fish hooks merchandiser 


This free rotating Eagle Claw 
Hook self-service rack holds 72 
cards of Eagle Claw snelled hooks, 





Here is a quick Check 
List of items described 
in the following pages 





and is free with the purchase of 
the hooks. Rack is of permanent 
wire construction with a metal 
sign. Wright & McGill, Dept. HA, 
1404 Yosemite St., Denver 8, Mass. 


Item 5 
New model carpet sweeper 
Bissell’s newest model carpet 


sweeper is called the Centennial to 
tie-in with the Centennial celebra- 
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tion of the Civil War. It will be 
available in crystal blue and crys- 
tal gray colors. A low mounted 
sectional handle allows cleaning 
under and around furniture easily 
and quickly. Has an all-metal case 
with extra large twin dust pans 
and a new type fluff trap. Retails 
for $12.98. Bissell, Inc., Dept. HA, 
2345 Walker Rd., Grand Rapids, 
Mich. 


Item 6 
Assortment of screwdrivers 


Fuller’s DeLuxe Recessed Screw- 
drivers are available in an assort- 
ment of 14 screwdrivers in the five 
most wanted sizes. The No. 814 
Assortment is individually carded, 
pre-priced, and display mounted. 
Screwdrivers have hot - forged 


blades, unbreakable amber handles 





with blisterproof domes, and are 
unconditionally guaranteed. Fuller 
Tool Co., Dept. HA, 3522 Webster 
Ave., New York 67, N. Y. 


Item 7 
Portable electric mixer 


Star-Lite portable electric mixer, 
Model No. R-6A, has a handy 
thumb-tip beater ejector, 3-speed 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 





operation, detachable cord, key-slot 
for wall hanging, Churn-Blend 
drink mixer attachment. Top of 
mixer is finished in white baked 
enamel with either pink, yellow, or 
turquoise underside and handle. 
Suggested retail price $15.95. Jona 
Mfg. Co., Dept. HA, Manchester, 
Conn. 


{tem 8 
Plastic-lined water coolers 


Horton’s portable water coolers 
feature a seamless plastic lining 
that makes the unit lightweight 
and helps keep liquids hot or cold. 
Liner is sanitary, high-temperature 
resistant, eliminates unpleasant 
tastes and odors, and is replaceable. 
Inside insulation is made of ure- 
thane foam, outer surface is gal- 





vanized steel. Replaceable recessed 
spigot is made of moulded plastic. 
Coolers come in 2, 3, 5 and 10 gal- 
lon sizes. All have retainer rope 
which secures lid to carrying han- 
dle. Horton Products, Inc., Dept. 
HA, P. O. Box 7156, Memphis 18, 
Tenn. 
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Item 9 
Compact, self-priming pump 
This compact portable pump 
weighs only 14 lb and is 91% in. 
long. Has a ¥% hp, 115 volt motor, 
is self priming, and delivers 1140 
gallons per hour at 40 psi using 
1%, in. hose. Designed to meet 





needs of suburban and rural users 
for pressure boosting, dewatering, 
spraying, emergency supply. 
Barnes Mfg. Co., Dept. HA, Mans- 
field, Ohio. 


Item 10 
White wall tire cleaner 


Osrow’s aerosol White Wall Tire 
Cleaner has a brush-top cap to aid 
cleaning tires. Cleaning compound 
is fast acting and low foaming. 
Brush has brass bristles surround- 
ing sponge center to remove tar, 
curb bruises, scrape marks. Users 





can clean tires without coming into 
contact with chemicals. Retails at 
$1.49. Osrow Products Co., Dept. 
HA, Glen Cove, N. Y. 


Item IT 
New line of garden tools 


The line of Shear Magic garden 
tools is designed to cut down on 
fatigue. Included in the line are a 
transplantor trowel, regular trowel, 
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spading fork, cultivator and weeder 
and two models of hedge shears. 
Retail prices range from 90¢ to 
$4.50. Hardware & Industrial Tool 
Co., Inc., Dept. HA, 1605 N. 20th 
St., Philadelphia 21, Pa. 


Item 12 
Iron railing starter kit 
Easyfit starter assortment of 


ornamental iron railings includes 
a floor display unit to build sales 
in the do-it-yourself market. As- 
sortment includes nearly 280 pieces, 
including railings, fasteners, hard- 
ware, accessories and ornaments. 
Dealer cost of Assortment is 
$139.95; retail value is $241.58. 
Dealers also get free small quantity 
of T Bar adjustable railings, mer- 
chandising materials. Locke Mfg. 
Co., Dept. HA, Lodi, Ohio. 


Item 13 
Hand flippers for swimmers 


Swimmits are flexible, light- 
weight hand flippers that provide 
a broader hand surface for swim- 
ming. Gloves slip on or off easily 
in or out of water, and nar- 
row wristband eliminates slipping. 
Small objects can be picked up and 
held easily. Bright orange color 
makes them visible at a distance. 
Junior small, size 6, retails at 
$1.29; Junior medium and large, 
sizes 7 and 8, retail at $1.50, and 

(Continued on page 56) 








FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 





As you read through this issue you will find numbers beneath all adver- 


tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 


on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST. 





A quick, easy way to keep up to date 


B Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. . 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


} Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


WS 
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©1961 VOLKSWAGEN OF AMERICA, INC. *#SUGGESTED RETAIL PRICE, 


How fast are your deliveries after the truck stops? 


Does your truck help you unload? 

Or do you still have to climb into the 
back and grope for the order? 

(And then climb out again without 
breaking your leg over somebody's 
power saw, step ladder or gallon of 
paint?) 

A Volkswagen would give you a hand. 

Our double side doors give you a 
doorway almost 4 feet wide. 

Right in the middle of the truck. 


You get almost everything from the 
sidewalk. 

You get five doors (5) as standard 
equipment on the Volkswagen. 

lf you want an extra set of double 
doors on the far side, it's only $85* 
more. And you'll never be blocked 
from unloading. 

lI New Orleans, Harry's Hardware 
replaced 5 half-tons with 3 VWs. 

Now Harry's drivers can park where 


Want more facts? Circle 128, p. 53 


other trucks can't and load awkward 
shapes and heavy equipment through 
the VW's big, low side doors. (Harry's 
Volkswagens get 22 miles a gallon, too. 
All in the city.) 
Do you have tough deliveries to 
make? With bulky orders? No room to 
unload? 
And no Volkswagen ? 
Solve one of these prob- 
lems and you'll solve them all. 








BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


(Continued from page 52) 





Senior small, medium and large, 
sizes 8, 9 and 10, retail at $2. 
Pioneer Rubber Co., Dept. HA, 196 
Tiffin Rd., Willard, Ohio. 


Item 14 
Clothes rod for autos 

Lustre Line’s Automobile Clothes 
Rod is made of heavy % in. alumi- 
num tubing which telescopes to fit all 
size cars, station wagons, compacts, 





etc. The rod is individually packed 
in clear plastic, 3-doz. to the case. 
Lustre Line Products, Dept. HA, 
53 N. 2nd St., Philadelphia 6, Pa. 


Item 15 
Packaged line of metal hooks 


American Chain & Cable’s line 
of clevis grab and slip hooks, com- 
mercial grab and slip hooks and 
cold shuts are now packaged to 
simplify handling and filling of 
orders. Labels give description of 
contents, stock number, size, type 
and quantity per carton. Pieces 
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are packaged 5 or 10 per box, with 
5 or 10 boxes per master carton. 
Boxes are colored blue and gold for 
display purposes. American Chain 
Div., American Chain & Cable Co., 
Dept. HA, York, Pde 


Item 16 
Line of sabre saw blades 

G. W. Griffin’s universal type 
sabre saw blades are designed to 


fit all popular machines. Available 
in coarse and fine tooth for metal 





and wood cutting use. Blades are 
packed two in a plastic sleeve pack 
for bin, counter or perforated wall 
board displays. G. W. Griffin Co., 
Dept. HA, Franklin, N. H. 


Item 17 
Companion styled planters 


Six new Beco planters are in 
companion styling, featuring deli- 
cate gold or black veiling decora- 
tion over smooth molded high-im- 





pact plastic in white or gold. Four 
planters are combined with wooden 
trim, one stands on its own Grecian 
pedestal, and one has a metal stand 
with grained brass plating finish. 
All are leak-proof, non-corrosive. 
Bernard Edward Co., Dept. HA, 
5252 S. Kolmar Ave., Chicago 322, 
Til. 


Item 18 
Spring-loaded door latch 


This economical spring-loaded 
latch can be quickly installed on 
access doors, removable panels, or 
on any application requiring a 4 
turn sheet metal type fastener. Re- 
quires no rivets, screws, spot weld 
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or special tools. Spring tension 
eliminates noise and_ vibration. 
Cadmium plated latch accommodates 
thicknesses up to % in. Monadnock 
Mills, Dept. HA, San Leandro, Calif. 


Item 19 
Poster for hanging pegs 


Macklanburg- Duncan’s display 
poster for Handi-Pegs contains a 
sample section of aluminum track 









exTRVose ALM 


handi- |, 
pegs — 





with a simulated crescent wrench 
hanging on a peg so customers can 
see how unit operates. Poster can 
be used on wall or counter. It’s 
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REAP BIG SUMMER PROFITS! 


aged | Vacuum Bottle kver Built 





Promote quart 
vacuum bottles for 
traveling, picnicking, 
camping 






oe = i Polypropylene jack 
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Create impulse sales with this new, free 
shipper-display for quart-size vacuum 
bottles. Sets up in seconds! Order with 
THERMOS, Perma-Case (#2402D) or pro- 
motional brands: ICY-HOT (#2419D) or 














KEAPSIT (#2433D)—quarts only. ee ae 
THERM ee re 
GREAT TIE-IN— Yonglas . FILLERS... 


« TOU 

CAR BOTTLE HOLDER SM. SHOCK- RESISTANT 
Display packaged for self-serv- 
ice sales. THERMOS brand Car : 
Bottle Holder carries vacuum ——_——_7SS © mrorecren « cosanon snoes 
bottle (any size) conveniently ice. 
and safely on front or back seat. 


ABUSE THAT Tx ~~ yas 





Free display shipper 
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IT’S LIFETIME POLYPROPYLEN 


ANNOUNCING... 


New indestructible plastic 
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4, S 
. | ; Here it is—the world’s 
first lifetime workmen’s 
lunch kit—the new Lunch 
Kit “by THERMOS®,”’ 
made of rugged polypro- 
pylene. Easy toclean and 
keep clean. Won’t dent, rust, 
o 1 &. crack, scuff or scratch. Comes 
PINT offered with any brand —. oe in two popular, big-capacity sizes: 
vacuum bottle “by THERMOS: ” oe with pint or pint-and-a-half vacuum bot- 


., . PINT-AND-A-HALF shipped -.. , tles. Order both sizes today . . . they'll 
only with new “Super-24" Vacuum Bottle. a sell on sight! 


THE AMERICAN THERMOS PRODUCTS COMPANY, NORWICH, CONNECTICUT~ SUBSIDIARY OF KING-SEELEY THERMOS CO. 
Want more facts? Circle 129, p. 53 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


colored yellow and black, and illus- 
trates several uses of Handi-Pegs 
and sizes available. Poster is free 
with initial order of 18 sets of 
Handi-Pegs. Macklanburg-Duncan 
Co., Dept. HA, P. O. Box 1197, 
Oklahoma City 1, Okla. 


Item 20 

Cafe table, matching chairs 
This Petite Group features a cafe 

table and two matching chairs for 

patio, sun porch, playrooms. Table 

and chairs are of welded steel tub- 





ing and wrought iron, in black and 
white rust-resistant baked enamel. 
Legs are tipped with bronze colored 
plastic balls, seat cushions are 
white vinyl. Table is 29% in. high, 
28 in. diameter. Chair backs are 33 
in. high. Set is priced to retail un- 
der $25. Hettrick Mfg. Co., Dept. 
HA, 16 E. 34 St., New York 16, 
ae eo 


Item 21 
Appliances with wood panels 


Rival’s Wood Tone kitchen appli- 
ances feature decorative panels of 
natural wood and sandalwood to 
blend with wood-paneled kitchens. 
Seven Color-coordinated Wood 
Tone appliances (shown) are avail- 
able in sandalwood and chrome 
trim including two Can-O-Matic 
can openers, a Can-O-Matic with 
clock, two Ice-O-Mat electric ice 
crushers, Can-O-Matic slimline wall 
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can opener, and Grind-O-Matic elec- 
tric meat grinder and food chop- 
per. Nine popular appliances in 
sandalwood are also offered. Rival 
Mfg. Co., Dept. HA, 36th & Ben- 
nington, Kansas City 29, Mo. 


Item 22 

Carded dust and paint mask 
Welsh’s Bantam Respirator for 

protection from dust, paint sprays 

and pollen comes on a bubble-pack 





display card with two extra filters. 
Can be hung near paint, gardening, 
home workshop and_ refinishing 
supplies for impulse sales. Retail 
price is $1.98. Welsh Mfg. Co., 
Dept. HA, 303 Magnolia St., Provi- 
dence, R. I. 


Item 23 
Grass trimmer/lawn edger 


The improved Kaufman K-400 
Twins, interchangeable grass trim- 
mer and lawn edger, has a trigger 
switch, two plastic hand grips and 








3 
C—O 

3-wire cord with 2-wire adapter. 
Both units use same 48-in. all-steel 
enameled handle and universal-type 
electric motor. K-400T trimmer has 
a wiper blade that prevents jam- 
ming or winding. K-400E edger has 
steel housing and is adjustable for 
depth of cut. Kaufman Mfg. Co., 
Dept. HA, Manitowoc, Wis. 


Item 24 
Family recreation item 


Big Bouncer has a heavy-duty 
steel frame and 4 x 8 ft polypropy- 
lene bouncing bed that will support 





200 lb. Overall size is 6% ft x 
10 1/6 ft x 32 in. high. Unit can be 
boxed compactly for storage. Engi- 
neered not to dip or rock, has 58 
heavy-duty steel springs for bed 
support. Canvas Products Co., 
Dept. HA, 2115 Locust St., St. 
Louis 3, Mo. 


Item 25 
Packaged replacement wheels 


Gleason’s Narrow Hub Wheels 
for power mowers, seeders, wheel- 
barrows and other wheeled equip- 
ment come in a sleeve-type package 
to attract do-it-yourselfers. Pack- 
age indicates axle size, along with 








ALIVE with 


painting power! 









Natural Hog Bristle 
Makes a better brush... 


Gives every painter a professional touch. 





This advertisement is sponsored by 





Recommend natural hog bristle brushes today! 





BRISTLE and HAIR DIVISION OF THE AMERICAN BRUSH MANUFACTURERS ASSOCIATION 
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You can sel// everyone.. 


from MASONS to HOME HAND YMEN! 


SANDS LEVELS 
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MAHOGANY MAGNESIUM 
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ALUMINUM SUGAR PINE 


A style and type for every need and price/ 


Watch your level sales climb once you show 
customers the top-quality SANDS and economy- 
priced SAND’S-CRAFT Levels...first name in 
levels since 1895. The wide selection of modern 
styles and types gives you off-the-shelf availability 
with sales appeal ranging from the discriminating 
home handyman to the productive craftsmen. 


PLUS A COMPLETE LINE OF CEMENT 
FINISHER'S AND PLASTER’S TOOLS 


Sold Through Wholesalers Only! Write... 
Ll! sand’s 





of Harmon Machine Co., Inc. 


\J Lewel aT i Divisi 
HARMON 2 vel and Tool Division 


225 West Lewis, P.O. Box 147 
Wichita 1, Kansas, AMherst 5-4611 





H 2-361 
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_ EASTERN HOUSEWARES BUYERS 


. at EHS you will see all that is new in the house- 
wares field for your great Eastern market. Mark 
these dates on your calendar now. Be sure to attend! 





.| KASTERN 


HOUSEWARES 
SHOW 


the true housewares show for the 
indus try... im its number one market. 


NEW YORK COLISEUM 
AUGUST 7-10, 1961 


| MANUFACTURERS OF HOUSEWARES 


Nearly 1/3 of the national market is within 300 miles 
of New York City. You can cover this thoroughly for 
a surprisingly low cost at EHS. Be sure to establish your 
priority in this annual major industry event by reserv- 
ing space now. 

for information phone or write 


EASTERN HOUSEWARES SHOW 


28 East JACKSON BoULevARD ¢ Cnicaco 4, ILLINOIS 
Phone: WEbster 9-0980 
New YorK Orrice: 75 East Firty-FirtH Sr., 
New York 22, N. Y. PHone: Praza 5-1123 


HALL-ERICKSON, INC. 


(formerly A. B. Coffman Associates) 
SHOW MANAGERS 





Want more facts? Circle 132, p. 53 
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suggestions for adapting to axles 
of varying diameters. Reverse side 
gives installation instructions and 
hints on care of semi-pneumatic 
wheels and tires. Gleason Corp., 
Dept. HA, 325 N. Plankinton Ave., 
Milwaukee 3, Wis. 


Item 26 
Solderless terminal tool 


Here’s a small hand tool that 
cuts solid or stranded wire, strips 
off insulation, and crimps on solder- 
less terminals. Made from spring 
steel and the cutting edge is 
ground. The tool is designed to 





work with wire sizes from No. 22 
through No. 10. Lists for $2.50. 
Hunter Tool Co., Dept. HA, 9851 
Alburtus Ave., Santa Fe Springs, 
Calif. 


Item 27 
Packaged rope coils 


Wall’s pre-cut lengths of manila, 
nylon and polypropylene ropes are 
tightly coiled, tied and wrapped in 
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a polyethylene film. Film protects 
merchandise, makes displaying 
easier, simplifies inventories. Fifty- 
foot lengths in 44, % and 1% in. are 
packed six coils to carton. Hundred- 





foot lengths in 4% and %& in. come 
three coils per carton. Wall Rope 
Works, Inc., Dept. HA, 48 South 
St., New York 5, N. Y. 


Item 28 
New line of surface bolts 


Here’s a line of surface bolts for 
use on casement windows, French, 
twin, or Dutch doors. Tension coil 
spring holds the 1%-in. wide sliding 
bolt in any position with base and 
screws concealed. The V839 bolt 
is available in 2-in., 3-in., 4-in., 
and 6-in. sizes. Each unit packed 
with universal and mortise strikes, 
and four solid brass 34 x 6 flat 








a li 


head screws in a plastic Visual- 
Pac. The item is available in bright 
brass, dull bronze, chromium, and 
dull chromium. National Mfg. Co., 
Dept. HA, Sterling, Ill. 


Item 29 

Electrical tape in 3 sizes 
Plymouth Rubber Co.’s Flip-N- 

Cut dispenser-cutter for Slipknot 

plastic electrical tape is now avail- 

able in three sizes. In addition to 


VA. 


SLIPKNOT 


3 
; 





the 66-ft x °4-in. roll, a new 44-ft 
and a 30-ft roll have been added. 
Each is packed in a smaller size, 
but otherwise identical. Plymouth 
Rubber Co., Dept. HA, Revere St., 
Canton, Mass. 


Item 30 

Large handled screwdriver 
Handle of this Big Boy screw- 

driver is 1%, in. wide, 6% in. long, 

providing a firm grip and good 

control. It’s made of unbreakable 





black opaque plastic with red dip. 
Blade is * x 7% in., made of nickel 
plated hardened and tempered steel. 
Retail price is 99¢. Oxwall Tool Co., 
Ltd., Dept. HA, 401 Park Ave., 
South, New York 16, N. Y. 


Item 31 
Serrated hedge shear 
This precision ground hedge 


shear, with serrated top blade and 
notched bottom blade, makes cut- 


Want more facts? Circle 133, p. 53 > 
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Stock these 
IRON CITY TOOLS 


for 75% of your heavy 


hand tool requirements 


Here are the Iron City Tools with 
the fastest turnover. Three of every 
4 calls for heavy hand tools are for 
one or more of these items. You 
can stock the weights listed with 
confidence — they'll move. 


No. - 
DOUBLE-FACE 
SLEDGE 


4, 6. 8, 10, 12 LB. 
most popular 


No. 63-E 
DC EXTRA QUALITY 
RQ WRECKING BAR 
Qy 24”, 30” 36” 

es Length 


: No. 63 
CARPENTERS’ 
WRECKING BAR 


12”, 18”, 24”. 30”, 

No. 75 36” Length 

PINCH POINT 
CROWBAR 
18, 22 LB. 


No. 88 
TAMPER TOP 
POST HOLE 
DIGGER 


16 LB. 


No. 2% 
CLAY PICK 
5. 6, 7, 8 LB. 


No. 280 
| CONTRACTORS' 
No. 430 PICK 


No 229-H | 
NEVADA (Long Pattern) 
STRIKING HAMMER 


8 LB. 3, 4, 5 LB. 


IRON CITY TOOL WORKS, inc. 


P. O. BOX 791 ° WARREN, OHIO 
Want more facts? Circle 134, p. 53 
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No. 400 
SQUARE HEAD 
WEDGE 








i 


BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


ting easier. Shear has precision 
ground, high alloy steel blades, 
polished alloy handles and custom 
molded black vinyl grips. Proper 
blade tension for best cutting 
action is provided by automatic 
tension bar. Suggested retail price 
is $6.95. Seymour Smith & Son, 
Inc., Dept. HA, Oakville, Conn. 


Item 32 
Boat letters and numerals 


Sea Guard boat letters and nu- 
merals are made of vinyl with adhe- 
sive back that sticks to any clean, 
dry surface. Letters are 3 in. high. 
They come in yellow or black, and 
will not fade, crack or peel. Come 
in two display assortments: 360 
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three-dimensional characters, or 
720 flush-type characters. Display 
measures 23 x 22 in. Numbers and 
letters retail at 15¢ each in 3-di- 
mensional type; 10¢ each in flush 
type. Sinko Mfg. and Tool Co., 
Dept. HA, 7310 W. Wison Ave., 
Chicago 31, Ill. 


Item 33 
Springs in tube assortments 


Select-A-Spring has tube assort- 
ments of spring lengths that will 
appeal to the occasional user. Each 
tube contains one dozen 12 in. 
lengths of either extension or com- 
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pression type springs which can be 
cut to desired size. Three sizes of 
popular Hobby Horse type springs 
have been added to the standard 
line. Select-A-Spring Corp., Dept. 
HA, 61 E. 11th St., New York 3, 
Ae 


Item 34 
Cart-mounted pail mixer 


This five-gallon pail mixer is 
mounted on a two-wheel cart for 
portability. Powered by 1% hp elec- 
tric motor. Mix is agitated by tele- 
scoping arm and blade that fits in- 
side pail. Leg extension on cart 


supports mixing pail in vertical 
position for handling liquids. Gil- 
son Brothers Co., Dept. HA, Plym- 
outh, Wis. 








Item 35 


Polypropylene sash cord 
Cotton’s 
braided 
cord is 

abrasion. 


King 
solid 


multi - filament, 
polypropylene sash 
resistant to weather and 

Will not absorb moisture, 
has low stretch and is rot and mil- 


wer 
en E™ 
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dew resistant. Comes in 50 and 
100 ft packaged hanks or 1000 ft 
coils. King Cotton Cordage, ept. 
HA, 105 Duane St., New York 8, 
N.Y. 

Item 36 


Improved house paint formula 
An improved formula for Kyan- 
ize Plastic Latex house paint per- 
mits its use directly on previously 
painted surfaces without priming. 
Also adheres to dampened surfaces, 
does not show lap marks or touch- 


ups, and dries in two hours. Pro- 

vides a long-wearing paint film. 

Kyanize Paints, Inc., Dept. HA, 

Everett, Mass. 

Item 37 

Underground refuse receiver 
The main shell of this under- 


ground refuse and garbage receiver 
is of heavy gauge steel, rib-reen- 




















New Sales & Profil 
New Ceiling Desiqus 


IN BATHROOM CABINETS BY 


TRIANGLE 


| 


PRODUCTS INC. 





Uitra-Modern 
Tapered Design for 
*“Built-in"’ appearance 











A new milestone in 
bathroom cabinet beau- 
ty and distinction. This 
4 | new exclusive model by 
al i Triangle Products is 
a * completely trimmed in 
4000 SERIES gleaming triple plated 

chrome. The light sec- 
tion is built into cabinet without unsightly seams. An extruded 
plastic “canopy-type” light diffusor directs a soft light down 
on mirror . .. also brightly illuminates entire bathroom. 
Guaranteed electrolytic copper backed mirrors.“Velvet glide” 
doors .. . safety grounded convenience outlet . . . heavy gauge 
steel construction ... and Bonderized finish are only a few of 
the outstanding qualities ALL AVAILABLE AT PRICES 
FAR BELOW WHAT YOU MIGHT EXPECT FOR THESE 


DELUXE FEATURES. 

TRIANGLE SURFACE MOUNTED Cir - 
CABINETS —*FAST Siete — 
INSTALLATION BY AN 

ON ANY WALL. | 
NO OPENINGS TO cut! 



















Here is an entirely new and different line of 
bathroom cabinets featuring unique modern 
decorator styling . . . top quality construction 

. electrolytic copper backed mirrors guar- 
anteed 5 years against spoilage. Attractive 
promotional prices assure big demand, fast 
turnover. Use coupon below for your copy of 
: illustrated catalog and price list. 





TRIANGLE A PRODUCTS INc. 

















i 

1632 S. INDIANA AVE. CHICAGO 16, ILL. 

§ Please send full information on the new Triangle Products line of bathroom 
g cabinets. 

a 

i ADDRESS 

CITY ZONE STATE 

am 
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forced. The removable inter-con- 
tainer is heavy galvanized steel 
with 20-gal capacity. One-piece 
formed steel top is fitted with a con- 
venient lay-down foot pedal. Called 
the Project Model 201. Full in- 
stallation instructions are printed 
on unit’s label. Majestic Co., Inc., 
Dept. HA, Huntington, Ind. 


Item 38 
Long shank can opener 


This Androck long shank can 
opener is 8%<-in. overall and has a 
standard bottle cap opener. Pierc- 
ing point is used to puncture can 
tops or as an ice pick. Also has an 
extra sliding blade on shank used 
for speedy rotary cutting can cov- 
ers. Hardened steel parts are 
chrome plated. Handle with hang- 
up hole is hardwood in choice of 


black, red, yellow, natural wood or 
mixed colors. Suggested retail is 
45¢. Washburn Co., Dept. HA, 
Worcester 8, Mass. 


Item 39 
Compass for bowhunters 


Here’s a compass designed spe- 
cifically for the bowhunter. It can 
be taped to the inside of the bow 


to be handy when needed. It’s of 
brass construction, waterproof, and 
has an agate jewel bearing, lumin- 
ous dial and an unbreakable crystal. 
Suggested retail price is $3.25. 
Marble Arms Corp., Dept. HA, 
Gladstone, Mich. 


Item 40 

Demonstrator for clamps 
Adjustable Clamp’s dealer pack 

No. 1623-4A includes four Jorgen- 

sen Hold Down clamps plus a free 

base for display and demonstration. 

Demonstrator shows how clamps 








General Filters Helps You Deliver 





CUSTOMER COMFORT at « PROFIT 


Customer comfort is a profitable business. The only way to keep 
it profitable is to have comfort go hand in hand with satisfaction. 
“hat’s why we make General products so customer-satisfying. It 
assures top performance and avoids call-backs for adjustments. 


G pncnall Moisture-Matic 


“~ With the 
_» foolproof 
valve 











Every service call is an opportunity to 
install new units or replace elements. 
Be sure you have a supply in your 
service car. 








FUEL OIL CLEAN RIGHT 
FILTERS Soot Remover 


*'Step-design’’ 
wool-felt element 
traps all moisture 
and dirt particles. 
Lifetime, heavy 
gauge iron and 
steel construction. One bolt removal allows 
element replacement. Two sizes fit all plants. 


The instant, miracle 
cleaner for flues and 
fire chambers in any 
kind of heating plant. 
Will not harm burner 
parts. Cuts heating 
bills up to 25%. 


Completely 

trouble-free. 

No float to 

stick. Corro- 

sion-free pan. 
Enclosed valve seat. Guaranteed one 
year on parts. 


Ask Your Jobber for the GF Products 
GENERAL FILTERS, 


43800 GRAND RIVER AVENUE NOVI, 








INC. 


MICHIGAN 
IN CANADA: Canadian General Filters, Ltd., 39 Crockford Bilvd., Scarborough, Ont. 
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slide onto holding bolt for clamping, 
slide off to be put away. Clamps 
with bolt, nut, washer are in sepa- 





rate boxes. Literature is also in- 
cluded. Adjustable Clamp Co., 
Dept. HA, 411 N. Ashland Ave., 
Chicago 22, Ill. 


Item 41 
5-way combination tool 

Ekco’s Beverage Boy is a combi- 
nation can piercer, bottle opener, 
cork screw, seal cutter and lid lift- 
er. The handle is molded of rug- 
ged, stain-resistant AviSun poly- 


Sell the World’s Finest 


‘Hand Tools and Cutlery 














propylene and is available in red or 
black. Retails for 49¢. Ekco Prod- 
ucts Co., Dept. HA, 1949 N. Cicero 
Ave., Chicago, Ill. 


Item 42 
Aluminum chair and chaise 

This aluminum chair and chaise 
are made of 1 in. polished alumi- 
num with Saran webbing. Both 
feature color-coordinated vinyl-clad 
arms that stay cool in hot weather. 
Chair, Model No. 1126, opens to 
33°4 x 27% in., with 19% in. seat, 
weighing 6% lb. Comes 4 to a 
carton, retails at $9.95. Chaise, 





Model No. 1026, has 5 positions 
with fingertip concealed selector. 
Opens to 74 x 28 in., with 22 in. 
seat, weighing 10% lb. Comes 2 to 





at $19.95. All- 


retails 
Luminum Products, Inc., Dept. HA, 
36th & Reed Sts., Philadelphia 46, 
Pa. 


a carton, 


Item 43 

Portable engine generator 
Winco Super Mite, a lightweight 

portable engine generator, has a 

Safeguard Automatic Conserv-er 

idling control that saves up to 60 





A Respected 
Name in the 
Hardware Industry 


For Over a Century 


A MESSAGE FOR THE WHOLESALER 
A limited number of excellent franchise areas 
are still available—please write for information. 


KEEN KUTTER © «0s. ce 
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TRADE 
MARK 


MOUSE TRAPS 


.. ». FEATURING A FLAVORED 
PLASTIC TRIGGER WITH 
AROMATIC “LOCKED-IN" 

BAIT SCENTS 


New pre-baited trigger offers special 
laboratory-tested lure scent XS-127 
that works like magic in attracting 
mice ... scent will last indefinitely. 
Special jaw-type trigger will also hold 
additional bait if desired. Traps fea- 
ture easy-set, four-way action. 
Packed in convenient, self-service 2- 
PAC with large eye-catching capper 
. stops traffic . . . builds sales. 
Your customers know about and want 
“BEST” Mouse Traps... now's the 
time to order your supply. 
METAL PRODUCTS 


M-GIL COMPANY 


MARENGO, ILLINOIS 
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percent in fuel cost. Direct acting 
electromagnet has no moving parts, 
and Therma-Trol gives good engine 
operation in a wide range of tem- 
peratures. Complete unit weighs 
82 lb and provides 1500 watts of 
power. Wincharger Corp., Dept. 
HA, Sioux City 2, Iowa. 


Item 44 
Packaged cellulose sponges 


Amsco’s polyethylene Super Paks 
contain ten cellulose sponges in as- 
sorted shapes and sizes. Tag is 
punched for use on wall or rack 
display. Each sponge is sanitized 


to assure customers of clean, odor- 
free merchandise. Each package 
has United States Testing Co. seal 
of quality. American Sponge & 
Chamois Co., Dept. HA, 47-00 34th 
St., Long Island City 1, N. Y. 


Item 45 
Door bottom display unit 


This free display unit shows 
how Duraflex Flip-Flop automatic 
door bottom seals out drafts, dust, 


water, insects. Door bottom is 
made of rigid plastic combined 
with anodized aluminum extrusion 
and soft vinyl. Comes in aluminum, 
white and aluminum, and white 
and gold, packaged in polyethylene 
fing SYSTEM 


Trt 
peat 


tube. Retails for approximately 
$2.29 for 3-ft length, can be cut to 
various sizes. Duraflex Co., Dept. 
HA, 3500 N. W. 52nd St., Miami, 
F'la. 


Item 46 
Industrial floor coating 


Here’s an industrial floor coating 
which provides safe footing on 
stair treads, ramps and other slip- 
pery surfaces. Called Tuf-Quik 
Skid-Grip, the coating is ready- 
mixed for immediate application 
over wood, concrete and metal, 


TUF-QUIF 
SKID-GRIP 
ANT.SKID FLOOR COATING | 


LIGHT GRAY 


painted or bare, indoors or out. 
Dries overnight and provides a 
non-sparking surface. Comes in 
Light Gray, Slate Gray, Tile Red 
and Club Green. Wilbur & Williams 
Co., Dept. HA, 650 Pleasant St., 
Norwood, Mass. 





Item 47 
Floor tile adhesive 


Atlas brush-on floor tile adhesive 
is recommended for asphalt and 
vinyl-asbestos tile. One gallon will 
cover up to 250-sq ft. It is easy to 


instal! floor 
tile easier 
with 


| OUGKSE) TALE 





apply, non-flammable and non-toxic. 
Available in quart, one-gallon and 
five-gallon sizes. Flintkote Co., 
Dept. HA, 30 Rockefeller Plaza, 
New York 20, N. Y. 


Item 48 
Wire stair treads display 

Crown Rubber’s new wire dis- 
player holds both 18-in. and 24-in. 
width curved nose stair treads, and 
provides a small area for holding 








pe in 


tacks. It can be used on a counter, 
hung from wallboard, or set on the 
glass extension of a pole-type fix- 
ture. Crown Rubber Co., Dept. HA, 
1615 Croghan St., Fremont, Ohio. 


Item 49 
Self-drilling expansion anchors 


These Fastway expansion an- 
chors are used to drill their own 
hole, reducing installation time and 
labor. Each anchor has drill edge 
used for only one hole. Anchors 

















ames 


COMPARE AMES 
ROTO-EDGER . 


U.S. Pat. No. 2,660,854 


with any 


other rotary 


lawn shear 


puts 















more zing in the steel... 


Turn the wheel of an Ames Roto Edger and listen to the quality shear- 
ing sound. Note the extra weight in the head for longer life and easier 
trimming. Check the exclusive shift lever on a #30 that adjusts cutting 
blade for maximum efficiency. Ames Roto Edger is reversible — can be 
used in either direction. America’s fastest selling rotary lawn shear. 


AMES 


& 





No. 30 Deluxe 


IT’S PRESOLD.. 
Better Homes & Gardens 
Popular Gardening 


De. 4 we 


7. 


eT IO 


No. 20 Universal 


66%4% markup — full 40% profit. 


. POWERFULLY SO...! 
House & Garden 
House Beautiful 


WHY NOT STOCK THE COMPLETE AMES LINE? 





No. 10 Standard 


Living 
Sunset 


: CASUAL FURNITURE 
: METAL HOUSEWARES 
: GARDEN TOOLS 

: SHOVELS 


O. AMES CoO. PARKERSBURG, WEST VIRGINIA 
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SEND FOR CATALOG, ¥ 
DISPLAY INFORMATION & 
AND JOBBER’S NAME | 


NA ME 





TITLE | 





COMPANY 





STREET 





CITY/STATE 


BIG 
IMPULSE 
VISE 
SELLER 





Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when 
they’re shown on this eye-catch- 
ing merchandiser. Unit given 
free with order of 5 Simplex 
utility vises (V5 Deal). Sell the 
high profit, fast turnover line. 


| Desmond | 
Sod 
| Simplex | 
The Desmond-Stephan Mfg. Co. | 
Urbana, Ohio 
se ARS ANREP RE eR 


Want more facts? Circle 140, p. 53 
68 © HARDWARE AGE, June 15, 1961 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 





are made of hardened steel, tapped 
for bolts or studs. Come in snap- 
off type for use with power ham- 
mer, flush type for hand hammer 
installation, or with tie-wire holes 
for all-around anchoring. Com- 
plete range of 18 sizes available. 
Fastway Fasteners, Inc., Dept. HA, 
2157 E. 28th St., Lorain, Ohio. 


Item 50 
Sports equipment repair kit 
This Sportsman’s Utility Repair 
Kit contains all supplies to repair 
rubber, plastic and fabric goods. 
Contains 75-sq-in. of repair mate- 
rial in black rubber, yellow rubber 
and khaki fabric back, with tubes 
of rubber patching cement, plastic 
cement and abrasive material. Re- 
pair material is in 2% x 414-in. 
rectangles and ready-cut patches 


for small holes. Comes packed in 
black and gold plastic box with di- 
rections on inside cover. Suggested 
retail price is 98¢. Permatite Div., 
Durkee-Atwood Co., Dept. HA, 
Minneapolis, Minn. 


Item 51 
Easy-to-install fire screens 


This Alpha design Flexscreen en- 
semble is one of six styles with 
mounting bars that attach to out- 
side of fireplace. Bar shown has 
brass buds to match andirons and 
firetools. Minit-Mount secures bar 
to fireplace opening without drill- 





ing holes or installing brackets. 
Other styles include: simple, un- 
adorned end, spear, ball, urn tip 
and block. Bennett-Ireland, Inc., 
Dept. HA, 87 Exchange St., Nor- 
wich, N. Y. 


Item 52 
Hack saw blades display 

This chrome display rack comes 
free with purchase of the display 
quantity of 90 carded blades. The 





rack holds the following: 15 cards, 
each with one blade, 12-in. x 18 
teeth; 15 cards, each with one 
blade, 12-in. x 24 teeth; 30 cards, 
two blades per card, one of each 
spec. American Saw & Mfg. Co., 
Dept. HA, Springfield, Mass. 





Item 53 


9 x 12 f umbrella tent 


This X-Zel Side Room umbrella 
tent features telescoping Twist-Lok 
frame attached to center pole, elim- 
inating wall poles and guy ropes, 
except for awning extension. Tent 
is 9 x 12 ft with center height of 
7 ft. Eaves are 5 ft 7 in. high. 


Made of water and mildew resist- 
ant forest green drill. Has sewed- 
in floor, nylon-screened zipper door 
and three nylon-screened windows. 
H. Wenzel Tent & Duck Co., Dept. 
HA, 2200 S. Hanley Rd., St. Louis 
17, Mo. 


Item 54 
Expanded steel screw line 

These Flat Head Cap Screws 
have been added to Screw & Bolt 
Corp.’s line of industrial fasteners. 
The screws are made of machined 
steel, with cold heading and rolled 
threading for long wear. Surfaces 





of head, point and slot are ma- 
chined for close tolerances and uni- 
formity. Available in diameters of 
14 in. through °% in. in all catalog 
lengths. Screw and Bolt Corp. of 
America, Dept. HA, P. O. Box 1708, 
Pittsburgh 30, Pa. 


PROFITABLE CUSTOMERS 











YOUR MOST 














ARE THOSE WHO 
WANT THE BEST 





















































the best Is 


KLEIN 


Any workman who appreci- 
— ates good tools knows that the 
Side cutting plier name Klein stands for the fin- 
% est in pliers. Not only are 
Klein Pliers made with crafts- 
man’s skill and individually 
heat-treated . . . individually 
tested, but they are offered in 
a wide range of sizes and styles 
to meet the specialized needs 
of today’s wiring problems. 











213-9NE 
High leverage plier 


Despite this high quality, 
Klein Pliers cost no more than 
many inferior makes. Be sure 
to stock Klein Pliers for all 
your customers, but most par- 
202-5 ticularly for those who want 
Oblique cutting plier the best. 


a Write today for a Klein cat- 
| alog listing over 150 different 
e? \G Klein Pliers. 

Distributed Through Jobbers 













Foreign Distributor: International 
Standard Electric Corp., New York 






203-5 
Long nose cutting plier 


et KLEINE 


1200 McCORMICK: ROAD. CHICAGO 45. ILL 





Mathias Klein & Sons, Inc., 7200 McCormick Road, Chicago 45, Ill. j@ pate * - 


Please send me a copy of the Klein Plier Catalog. 


Name 





Company 


Address 





—— het 








City 





Zone State 
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Main entrance to new warehouse of Lee Hardware in Shreveport. 


How a wholesaler planned a 


new warehouse to get... 


A firmer grip on costs 


Control the controllables. That 
is the basic approach to reducing 
costs in the operation of a hard- 
ware wholesale business taken by 
the Lee Hardware Co., Ltd., Shreve- 
port, La., in the building of its new 
warehouse. 

W. F. Barnes, president, puts it 
this way. Management has no con- 
trol over certain items of cost. Man- 
agement, however, does have con- 
trol over certain other items of 
cost. This is the area where man- 
agement can make reductions in the 
arrangement and operation of a 
new warehouse. 

Two examples of controllable 
cost items cited by Mr. Barnes in- 
volve building maintenance and 
insurance, 
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Lee Hardware’s old building in 
the warehouse district of Shreve- 
port was in need of repairs. The 
estimate came to six figures. Yet, 
expenditure of the sum would only 
take care of repairs to an old build- 
ing, leave the company with an old 
building, and it would not reduce 
operating costs. 

Insurance rates were jumped 
substantially. Lee Hardware’s in- 
surance was paid up, so for the 
moment the raise was not a factor. 
Yet, the next time premiums were 
due the amount would be four 
times larger. 

Lee Hardware’s answer to the 
management problem of controlling 
the controllables was to go to the 
outlying section of the city and 


W.F. Barnes, president of Lee Hard- 


wore. 


build a new warehouse which was 
opened earlier this year. 

One of the items of operating 
cost that Mr. Barnes is controlling 
is the filling of orders. In the old, 
multi-story warehouse, order pick- 
ers were stationed on each floor. 
In the new one-story warehouse 
an order picker works the entire 
stock area. 

An order picker’s mechanical 
equipment consists of an electric 














tow truck, plus four-wheel carts. 
Carts have multiple shelves, built 
with slotted angle irons. Wooden 
dividers are on the shelves to keep 
orders separated. 

An order picker leaves the desk 
with a sheaf of orders, and enough 
carts in tow to handle all the items 
from the shelf and full carton stor- 
age area. A standard route is fol- 
lowed. In each storage section the 
order picker stops the train, and 





Shelf storage area has equipment made 


out of slotted angle irons. 


fills all the orders that have items 
from that section. 

A work-load study now is pos- 
sible since one order picker makes 
a complete tour of the storage area 
and fills a number of orders on each 
trip. Mr. Barnes estimates that par 
would be picking 100 lines per 
hour. The figure was up to 65 lines 
per hour early in the shake-down 
operating period. As order pickers, 
who formerly worked one floor only 


Electric truck pulls tow of carts in 
order picking procedure. 


in the old warehouse, know the 
locations of all items in the new 
warehouse the goal is expected to 
be reached. 

The storage area in the ware- 
house is about equally divided be- 
tween shelf and floor area. 

An electric fork lift truck han- 
dles pallet loads in the floor area. 
The area has 10 ft aisles. 

The shelf storage area is 
equipped with slotted angle steel 
shelving, with wooden shelves. Mer- 
chandise is grouped by depart- 
ments and enough room is left for 
maximum inventory buildup in a 
line. Space, also, has been set 
aside for the expansion of lines 
with a minimum of changing of 
existing storage arrangements. 

Units in the shelf storage area 
are 3 or 4 feet wide, and 30 to 35 
feet long. Units are located back- 
to-back. Aisles are 5 feet wide, and 
the main aisles 7 feet wide. The 
width, and length of a unit, and 
the number of shelves, is set up to 
accommodate merchandise of dif- 
ferent sizes. 

Each storage location is identi- 
fied with a number. Each shelf has 
a label identifying the merchan- 
dise in storage. 

The management of the receiv- 
ing end of the warehouse is com- 
pletely separated from the order 
filling and shipping. This arrange- 
ment is to define clearly the re- 
sponsibilities of the different ware- 
house functions. 

Each purchase order has three 
copies. One copy goes to the re- 
ceiving department clerk. The 
clerk thus is aware of shipments 
expected, the factory numbers and 

other pertinent information, and 
the quantities received are record- 
ed on the copy when shipments 
arrive. The receiving department 
is responsible for checking ship- 
ments into the warehouse and for 
getting the merchandise stored 
properly on the shelves or in the 
floor storage areas. 

The packing and shipping de- 
partments are at one end of the 
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A firmer grip on costs 
(Continued ) 


warehouse building, adjoining the 
truck dock. 

Lee Hardware delivers in its 
own trucks. Most dealers receive 
deliveries once a week, a few every 
other week. The shipping depart- 
ment is arranged so orders can be 
assembled by truck routes and the 
merchandise loaded off carts into 
the trucks in the order of removal. 


The will-call department has its 
own order picking equipment. This 
is a golf cart that can scoot around 
the storage areas. The order pick- 
er can pull up to a storage unit and 
reach the lower shelves without 
leaving the cart. 


The new warehouse was started 
by management taking a long, hard 
look at the old building, and con- 
sidering how elements of cost 
could be controlled to reduce costs, 
to improve service to customers. 
Then came preliminary estimates 
on what operating costs might be 
in a new warehouse and what size 
structure would be needed. Pre- 
liminary drawings then were made, 
the final plans drawn up, and ar- 
rangement of the departments 
made on the plans. 


Lee Hardware’s new warehouse 


Golf cart is used for fast handling of will-call orders. 
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liver merchandise to dealers. 


Fork lift trucks stack pallets. 


meg ae are 
ankee “eee pineguacdeaedee 


ptr 


Company truck being loaded to de- 
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(Advertisement) 


BY NOW, 
4’, MILLION 
“TIME” 


READERS 
HAVE THE 
MESSAGE 


With this unusual series of ads in 
Time magazine, True Temper has 
taken a significant step to add to 
your sales power. 


Why? The Time reader is an im- 
portant customer for you... because 
of how he buys, what he buys and 
the people he influences. This series 
reminds him that he gets the quality 
he demands in all of True Temper’s 
many products. 


Each product gains in prestige from 
its association with the others. And 
because the True Temper name ap- 
pears on so many nationally adver- 
tised products that people know and 
use, that name becomes an even more 
valuable selling help to you. 


This advertisement will 
appear in Time for July 14. 
Another will be seen in the 
June 16 issue. Others ap- 
peared in the issues of March 
24, April 21 and May 19. 


<a 


Want more facts? Circle 142, p. 53 














YOU SWING a True Temper ball pein hammer, and you know 
by the way it feels in your hand that its weight and power 
balance will add to your skill. And show up in your work. 








YOU FLICK a True Temper fly rod, and just by the feel of 
the flex you know you could drop a fly right in that big trout’s 
mouth. True Temper builds ‘‘fisherman’s luck”’ right into the rod. 


At this moment...you get the message 


OU FEEL IT when you shape 
a stubborn piece of metal with 
the pounding of your hammer. When 
you drop your dry fly like a feather 
where that big trout hides. When 
you explode out of a deep trap and 


WIRUE 


YOU PITCH hay with a True Temper fork, and you know by 
the heft of the head and the spring of the tines that this day 
will be easier on your back. And a good deal more productive. 


EMPER. 


YOU EXPLODE out of a trap with your True Temper-shafted 
wedge and yourswing has authority. The flex and balance of a True 
Temper shaft are almost as important as your follow-through. 





your ball drops dead on the pin. 
Because at this moment, all you’ve 
ever learned about what you’re do- 
ing, and all we’ve ever learned about 
making the tools with which you do 
it, come together. Everything we’ve 





ee 
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done to give the things we make just 
the right weight and balance and 
precision pays off. 

It is a rewarding moment. And 
there is a good message in it. 

For both of us. 


makers of quality hammers, axes, 
sledges; garden, lawn and farm tools; 
fishing tackle and golf shafts. Cleveland 15, O. 





5 > 
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A firmer grip on costs 
(Continued ) 


is 240 ft wide by 320 ft long. This 
is on a 6 acre site, with 4 acres 
now used for the building and 
parking area. 

The warehouse has about 70,000 
sq ft of space. The office has 12,000 
sq ft of space, and is a two-story 
area in the front corner of the 
building. The second floor is for 
printing, some offices, and storage 
of office supplies and materials. 

The uneven site was levelled, and 
a concrete slab base was poured for 
the entire warehouse area. The 
building has Transite siding, with 


a built-up roof. There are four sec- 
tions across the width, spacing roof 
supports every 60 ft. A draft cur- 
tain bisects the interior in both 
directions. Roof support girders 
are 121% ft above the floor. 
Another cost reducing factor 
considered in the planning was 
lights. There are windows in the 
upper section of the siding. These 
provide ample light for most days. 
When artificial light is needed there 
are 150 watt lamps on 20 ft cen- 
ters throughout the warehouse. 
For heating and ventilation there 
are 17 heaters suspended from the 
ceiling. In the summer, the fans 
in these heaters move the air. These 
fans, plus louvers in the walls 
change the air in 3 minutes. End 


A warehouse full of steel shelving ready to be located in shelf storage 





Space to grow when you relocate 
(Continued from page 43) 


vious advantages from this ar- 
rangement. 

As to new sections, “We never 
expected to be selling such things 
as drygoods or baby supplies,” the 
dealer says. “We had insistent de- 
mand for these things, however, 
and found it practical to add them.” 

The basic reason was, first, cus- 
tomers looking for practical gifts 
for children and infants. Then 
emergency needs became a factor, 
because of the store’s evening and 
Sunday hours. 

Then, customers said “why 
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should we drive downtown for a 
zipper, bath towel, or feeding 
spoon?” 

Baby needs form a_ limited 
selection of merchandise. An 8 ft 
wall display is ample for complete 
assortments. 

But in dry goods, it can be diffi- 
cult to draw a line. 

At Roach Hardware, these items 
are the nucleus for selection: Tow- 
els, cloths, tablecovers, aprons, sew- 
ing supplies, tapes, buttons, under- 
clothing and socks for children, 
knockabout clothing such as jeans 








Galvanized Steel Rain Goods are low in ini- 
tial cost... yet so strong and rugged that 
they withstand nearly any abuse. 
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Corrugated Metal Culvert Pipe and Fittings 
are ideal for all types of farm and roadside 
drainage. Low in cost, too. 


Pg ty 


eee 
WO, ais 5 
ee ed 
a c - 
 - 


« 


Super-Channeldrain® Roofing is made of 
tough, full-gauged Cop-R-Loy® Steel, then 
heavily galvanized to give years and years 
of dependable service. 


Wheeling Galvanized Ware fills a wide range 
of needs both in the home and around the 
farm. Over one hundred styles and sizes. 
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Wheeling SofTite® Cop-R-Loy® Galvanized 
Steel Sheets for heating and air-condition- 
ing ducts, will not flake or peel under rough 
use. Made of Cop-R-Loy Steel for extra life. 
Want more facts? Circle 143, p. 53 











240 50-pound cartons take the same space... 


... as 48 ordinary kegs! 








NOW! STOCK MORE CUT NAILS IN LESS SPACE! 


Got an “out of space” problem when it comes to storing 
kegs of nails? Now Wheeling solves it—with LaBelle Cut 
Nails packed in new 50-pound corrugated cartons. 

Yes, out go the old cumbersome kegs... in come the 
new corrugated cartons! Easy to store and easy to stack, 
LaBelle cartons save up to 60% of your space... make 
room for more merchandise and profits. In addition, 
LaBelle Cut Nail cartons are: 

* Easy to inventory because every carton is color- 
coded for quick, positive identification. 

* Faster to use and weigh because they’re parallel- 
packed, to assure a full handful every grab. 








+ More economicalon freight costs because two empty 
50-pound cartons weigh only two pounds, compared to 
seven for an empty 100-pound keg. 

© Quicker, safer to handle because these new cartons 
always stack straight and sure on both pallets and hand- 
trucks. 

Remember—only the container has changed. You still 
get the same high nail quality — the famous dependabil- 
ity that has made famed LaBelle Cut Nails the first 
choice of pros everywhere. See your Wheeling man about 
the new money-saving, space-saving LaBelle cartons. 
Wheeling Corrugating Company, Wheeling, W. Virginia. 





Subsidiary 


Warehouses: Boston, Bufjalo, Chicago, Columbus, Detroit, Kansas City, Louisville, Martins Ferry, Minne- 
apolis, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston, New Orleans. 
Want more facts? Circle 143, p. 53 
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FULLER 
\ 


\ 


PROFIT 
LINE 


NEW! Recessed Head 
SCREWDRIVER 
ASSORTMENT 


For Phillips and 
Reed & Prince Screws 


Fast-moving Professional 
Tools at Homeowner Prices! 


°® 5 Most Wanted Sizes @ Hot 
Forged e Unbreakable Amber 
Handles @ Blisterproof Domes 
® Carded & Pre-Priced for 
Wrap-up Sales °® Made in 
U.S.A. @ Unconditionally Guar- 
anteed @® Open Stock 





FULLER| TOOL CO.,INC. 





3522 Webster Avenue, New York 67 
Master Tool Makers & Merchandisers 







orver your NO.814 
assortment TODAY! 


Want more facts? Circle 144, p. 53 
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IC Home Repair Products 
boost impulse sales 


The Magic line hits the heart of the big and profitable 
market for home repair products. Pre-priced and bubble packaged, 
each carded item instantly sells on sight. Attractive displays. Nation- 


Write today for complete profit story. 


ry bell 
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Magic Magic Iron Cement Co., Inc. 


5403 Bower Ave. « Cleveland 27, Ohio 
In Canada—Bernard Marks & Co. Ltd., Toronto, and A. J.H. MacDonald Ltd., Vancouver 


A-1307A 
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Toys . Beech Bells 


Magic Plastic Patch 











Want more facts? Circle 145, p. 53 
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Space to grow when 
you relocate your store 


(Continued ) 


and sweaters; and a few adult 
items such as_ sweaters, belts, 
scarves, and storm rubbers. The 
rule of selection is “only items 
which are not critical in fitting 
for size.” 

Turnover in these unusual Sec- 
tions for a hardware store now 
about equals the rest of the store. 
It was a little slow in building, but 
is expected to increase now that 
the reputation has been estab- 
lished. —End 


Right or wrong? 
(Continued from page 49) 


made for sick leave. The certificate 
must state that the employee was 
unable to work.” 

(2) I submitted the doctor’s cer- 
tificate on the company form as re- 
quired. The company can’t contra- 
dict the certificate. 

Management saw this grievance 
as a threat to the reasonable—but 
limited—purpose of the sick-pay al- 
lowance. It argued: 

(1) The agreement provides that 
“if an employee is absent because 
of illness on regularly scheduled 
working days, he may use his ‘sick- 
leave’ credits.” 

(2) The purpose of sick pay is to 
help the worker when he loses regu- 
lar pay because of illness. 

(3) Humphries said he wasn’t ill. 
He had the appointment for a 
month. If he were ill he wouldn't 
have waited that long. 

Was the company: 

Right 0 Wrong 2 
What Arbitrator Whitley P. McCoy 
ruled: 

“It is perfectly clear from the 
agreement that sick leave is pay- 
able only to employees who are un- 
able to work because of sickness. 
Since Humphries admittedly was 
not sick, the contract gave him no 
right to sick-leave pay. The pro- 
vision requires that a certificate be 
submitted, but does not state that 
such certificate shall be conclusive 
and final. The grievance is denied. 
Humphries is not entitled to be 
paid.” 





une 
FUEL! 


THAN IN PREVIOUS C&L CYLINDERS! 





SAME 
PRICE! 


A SALES BONANZA FOR YOU! 
CASH IN ON THE COUNTRY’S 
BIGGEST LP FUEL VALUE! 
ORDER NOW .. . for the big summer sea- 
son! Offer your customers the country’s 


biggest LP cylinder value... the new C&L 
with 22% more fuel, 22% more burning 

































' 1 . time! Same high quality propane. Build 
14.7 02. OF PROPANE [3 more LP sales to fishermen, campers, 
22% MORE BURNING TIME = picnickers, home handymen. Build store 


traffic for other products you sell. C&L’s 
FOR TORCHES, LANTERNS 4 : new, longer-burning cylinder costs you no 
3 more. Fits all popular makes of torches, 

AND STOVES! * |\ lanterns and stoves. An ideal summer pro- 

motion item! Stock and display for profits! 


CALL YOUR WHOLESALER NOW! 
CLAYTON & LAMBERT 
MAKUFACTURING COMPANY 
BUCKNER, KENTUCKY 


Want more facts? Circle 1 46, p. 53 





HARDWARE AGE, June 15, 1961 © 77 








JULY IN CHICAGO 


The most dramatic industry presentation ever 
...l0 Spark your fall and holiday business with products and ideas. 








35'NHM 


National Housewares Exhibit 





JULY 10-14, 1961 
McCORMICK PLACE CHICAGO 


Serving the housewares industry since 19358 
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ATTENTION BUYERS! write the NHMA if 


you haven ’'t yet received your hotel accommodation 


or advance registration card. 


Want more facts? Circle 147, p. 53 
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counts in the 30-40 percent range, 
and these were successful in drum- 
ming up heavy traffic. In all, Ken- 
tucky Hardware’s trade responded 
so heavily that a 3rd anniversary 
sale next year, and another big 
“Thank you” is deemed a certainty. 


How to thank your customers 


with promotion, gifts, bargains 


A couple of years ago, Leonard 
and Polly Gaines felt there was a 
need for a good, modern hardware : | ee ‘ 
store in the 31-W By-Pass area on [| we-= Te * 
the rim of Bowling Green, Ky. 

With a profitable operation going 
full blast at the end of the second 
year of business, the Gaines felt a 
promotion and a “Thank you” were 
in order. They combined these 
elements with bargains in mer- 
chandise, demonstrations, and 
prizes to show their regular trade 
a measure of appreciation and to 
drum up new business. 

A full page ad, partially repro- 
duced above, was keyed to a “Thank 
you” message. The ad ran on a 
Wednesday. The promotion ran 
through the weekend. Late evening 
hours were setup, and rain checks 
were ready in case of sellouts of 
bargain goods. 

Advertised bargains gave dis- 





























Zinsser shellac finishes for 
a convenience-minded public... | 


"2 
purpose AN 
PRIRAER 
SEALER 


ZiINSSER 








SEALER® — primes, 
seals and kills 
stains all in cne 
coat, saves hours 
of painting time, 
dries ready for fin- 
ish coat in 45 min- 
utes. 


. Be of sere vi: np 
o oe e iehishis en x we ae 
B- 1- N PRIMER- 


TRIMLAC®— the all- 
in-one-day finish 
that gives natural 
or stained wood 
paneling a waxed, 
hand-rubbed look 
— without rubbing 
or waxing. 


BULLS EYE® SPRAY 
SHELLAC — the all- 
purpose clear 
spray. Use for 
worn floor areas, 
stair treads, arts 
and crafts. Ideal 
for sealing plaster 
patches. 


BULLS E Y Ee. 
READY-TO-USE 
SHELLAC—in wide- 
mouth cans. No 
thinning. Full in- 
structions for 
home user on the 
container. 


“ BULLS EYE BLACK 
GLOSS® — the all- 
purpose interior 
black gloss. Quick- 
drying, tough, fliex- 
ible. Ideal for hard- 
ware, wrought- 
iron furniture, grill 

ork, base boards. 


BULLS EYE® SHEL- 
LAC — siandard 
weight in easy 
pouring oblong 
can, the first 
choice of crafts- 
men and top pro- 
fessional floor fin- 
ishers. 


- AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 
Three items fair-traded for your protection. Superior shelf life . . . reduces inventory 
problems. * BACKED by national advertising in AMERICAN HoME, PopuLAR SCIENCE and 
AMERICAN PAINTER AND DecoRATOR + FREE “How-To-Do-It” Folders available for 
your consumer trade. « FULL INSTRUCTIONS on containers . . . save your selling time. 


pee ee 


v 





Offices and Factories at 
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WM. ZINSSER & CO. 


516 West 59th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, IMinois 


Want more facts? Circle 148, p. 53 

















FISH HOOKS 


engngco> | yeh nooks 
























— improve the 
speed, ease and 
volume of your 
fish hooks sales! 


O. MUSTAD & SON 


Manufacturers 
Established 1832 
Oslo, Norway 


Sales Agents 
Ed. W. Simon Co., Inc., 320 Broadway, New York 7 
H. L. Bowlds & Son, 2345 W. 3rd St., Los Angeles 57 














Want more facts? Circle 149, p. 53 





YOU CAN'T AFFORD TO FORGET! 


the ORIGINAL 


PLASTIC ALUMINUM ...one of 


the fine products in the nation’s 
most complete line of fix-it items. 


And be sure to stock 


Order from your Jobber 


THE WOODHILL CHEMICAL CO. 


“The mother-in-law approved line’’ 
1390 East 34th Street Cleveland 14, Ohio 
_ Want more facts? Circle 150, p. 53 



















JERRY JUG 


Equipped with cap, pouring spout with cap(measuring cup) 


LIGHTWEIGHT « UNBREAKABLE « NON-CORROSIVE | IDEAL 


NEW Sag 


3 COLORS: RED, YELLOW, WHITE (1 color per carton; ALL-PURPOSE 
CONTAINER FOR 


special colors available by contract) 


SUGGESTED RETAIL PRICES: 


; ' WORKSHOPS, 

12 units per carton — 12 units per carton — PAINT SHOPS 

hi . . ' ; hi . ight ‘ a ’ 

shipping weight 15 Ibs shipping weig 26.5 ibs GASOLINE STATIONS, 
Your net price includes delivery on minimum HOSPITALS, 


orders of 150 Ibs. assorted. INDUSTRIES 





Order today or get additional information 
from exclusive manufacturer in the U. S. 


DILLON-BECK MANUFACTURING CO. 


1227 CENTRAL AVE., HILLSIDE, N. J. 
Want more facts? Circle 151, p. 53 





APPROVED CONTAINER for CARRYING GASOLINE 


also naphtha, varsol, kerosene, solvents, inks, acids, drugs, heavy detergents, water, etc. 


@ HOMES, GARDENS, 
, GARAGES, 
1 Gal. ‘222c'"$249 | 23 Bap, ‘<orcc'” $349 FE noats, camps, 











when you buy 


R42 x PKA-3 & 


“PACKAGE 
DEAL” 


e 
You Get - 
KEY MACHINE — 
MOTOR — 


ROTARY KEY BOARD — ee 
1020 POPULAR KEY BLANKS 


You can Cut Cylinder and Car 
Keys Quickly and Accurately! 


You get this Giant Sign 
Gnet for Your Store FREE 











KEYS MADE 


CAST ALUMINUM 12” x 27” 


MAIL COUPON TODAY 








BSR RR RRR ee 
= KEIL LOCK CO., INC. - 
» Charlestown, New Hampshire a 
® Please send complete information. on your gs 
= R4‘% x PKA-3 “Package” Deal plus FREE Key’ & 
® sign. s 
a a 
Ee ee eS ee ee t 
8 PLEASE PRINT ‘ 
D>. Se ctensiidibictaisbcaesaniianddiaininendainenta 
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Want more facts? Circle 152, p. 53 
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BIGGEST zvrrze PROFIT 


— Lette 


eee Straightens Bent 
Crankshafts in most verticar 


SHAFT ENGINES IN MINUTES! 





from Hardware Age Readers 





WITHOUT DISMANTLING ENGINE you can 

straighten bent crankshefts to operating tolerances in 

just four easy steps. Little Brute works on Briggs 

Clinton, Lauson nearly every vertical shaft 

4-cycle engine made. Optional adaptor tits 

many populer Clinton Q-cycle engines, too 

tnreaas with 

the Little Brute > Screw and 
Threaded Sleeve are hardened for longer 

Exclusive Pressure Lug at point of greatest 

stress prevents damage to sump and bearing. 

Shipped completely assembled end ready 


to uSsé€ 
GET LITTLE BRUTE, 
the original all-steel 
precision crank- 
shaft straightener 
into your shop 
right away-you 
can regain the 
low $34.95 
al price of the 
7 ai Little Brute on 
your first four jobs... 
and still save money for 
your customers. 
SEE YOUR 
DISTRIBUTOR 
OR WRITE FOR 
LITERATURE 


LITTLE BRUTE COMPANY 
HOpkins 5-5161 317 E. First Street 
MONTICELLO, IOWA 


Want more facts? Circle 153, p. 53 





CUP HOOKS 
COAT HOOKS 
UTILITY HOOKS 


RUSTPROOF ZINC ALLOY 


E-Z WINGED 
SHOULDER HOOKS 


- Nickel or 
Brass Finish. 
or bulk: 

to 


E-Z CUP HOOKS 
l-pc. 6 sizes 
('/."" to 1/4"). 
Nickel, brass or 
colors. Carded or 
bulk. 

E-Z UTILITY HOOKS 
Self-screw. Bright 
plated nickel or 
brass: carded or 
bulk. 

3°* COAT HOOKS 


4 popular finishes. 
2 ox, with 
screws 


JOBBERS: Write for prices, 
catalog sheets on GRC's com- 
plete line, including fasteners. : 





World’s foremost producer of small die castings 
161 Beechwood Avenue, New Roch-lle, N. Y. 
NEw Rochelle 3-8600 

Want more facts? Circle 154, p. 53 
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| Weitzer Bros. Inc. 


Reprint needed 


Dear Editor: 

Could you send me a copy of an 
article you ran within the last year 
on the transfer of an outgoing 
hardware store’s business to a 
friendly competitor? 

This was accomplished by a sign 
stating that the remaining dealer 
would assume all obligations of the 
last of the business of the outgoing 
dealer. Thank you. 

Cordially, 
Jerry Weitzer 


Milwaukee, Wis. 


Editor’s note: This inquiry refers 
to the Sept. 22 issue of Hardware 
Age last year (p. 81). The article 
told how Carlsbad (N. M.) Hard- 
ware lent a helping hand to Smith 
Hardware during its liquidation. 


We’re moving 
Dear Editor: 

We are moving into a new build- 
ing about May 1. The shopping 
center is changing its name and 


_ also having a formal opening at the 
| same time. So come to see us. 


Yours truly, 
A. O. Bacher 
Bacher’s Hardware 
Irving, Texas 


Editor’s note: Good luck to you; I 
certainly hope we can visit your 
new store soon. 


Sales idea works 


Dear Editor: 

Periodically, we gather up odds 
and ends of small items and end- 
of-stock merchandise that have 
been on our shelves and counters 


overlong. We turn them into cash 
by placing several selected items in 
clear plastic bags. 

The bags are tied at the top and 
labeled, “Bargains.” At the low 
prices they are marked, the bargain 
bags find ready acceptance. Cus- 
tomers find their money’s worth in 
one or more articles in the bags. 

Yours truly, 
Harvey Muller 
Muller’s Mart 
Danboro, Pa. 


Definition wanted 
Dear Editor: 

In a discussion with several 
other dealers, the terms house-fur- 
nishings and house-wares became a 
problem of definition. Would you 
be kind enough to spell out these 
two terms, in accordance with 
HARDWARE AGE’S interpretation? 

Sincerely, 
F. Heiser 
Heiser’s Hardware 
Oceanside, L. I., N. Y. 


Editor’s note: The word, “house- 
furnishings,” is a term used largely 
by department and variety stores 
to cover a variety of soft goods, in 
addition to what we call “house- 
wares” in the hardware trade. 
Hence, so far as the typical hard- 
ware store is concerned, usage in- 
dicates that “housewares” is the 
preferred word. 


Screening tools 
Dear Editor: 

In a past issue of HARDWARE 
AGE, you published an article de- 
scribing new tools that were avail- 
able for installing screening in 
aluminum frames. 

Can you give us the name and 








address of the company 
these tools? 


making 


Yours truly, 
Van's Hardware 
324 Main St. 
Green Bay, Wis. 


Editor’s note: Believe the tool 
you have in mind was described in 
the “Buying Check List,” in the 
Apr. 7, 1960, issue. It is marketed 
by New York Wire Cloth Co., York, 
Penna. 


Stock control 


Dear Editor: 

I would like to see a sample of 
HA Forms Nos. 6, 1, 4 and 5. I 
want to check the possibility of 
standardizing on these forms for 
our stock control. 

Yours very truly, 
Dale V. Wright 
Merchandising Manager 
Elgin Lumber & Supply Co., Inc. 
Elgin, Dl. 


Editor’s note: We are mailing 
you samples, together with instruc- 
tion sheets. Quite a number of 
dealers are finding these forms use- 
ful in setting up effective stock 
control. Best way to get started is 
by tackling one department at a 
time. 


Retailers and brands 
Dear Editor: 

The editorial on p. 7 in the Apr. 
6 issue is, in my opinion, the best 
I have ever read. 

Nothing else you could have said 
could hit the nail on the head more 
squarely and accurately. The mes- 
Sage carried in the editorial is 
written in such clear, concise and 
down to earth, common-sense lan- 
guage that it seems almost impos- 
sible for the point to get lost in the 
reading. 

I would like to suggest that a 
copy of this editorial be mailed to 
all sales managers of so-called na- 
tional brand manufacturers. 

It is only logical to reason that 
if the thousands of independent re- 
tailers can make a product a na- 
tional brand by displaying it on 
their shelves, they can also destroy 
its popularity by removing it from 
view. 

Your concern and efforts on be- 


half of the independent hardware 

dealer is very much appreciated by 

myself, and, I am sure, by everyone 

else throughout the country. 

Sincerely yours, 

Bernard Mahde 

Menlo Hardware 

Menlo Park Terrace 

Metuchen, N. J. 


Survival... 
Dear Editor: 

I am _ preparing a_ textbook, 
“Principles of Marketing,” to be 


published this Fall. I would like to 
include in the book an article from 
HARDWARE AGE entitled “Survival 
of the Fittest.” It appeared on p. 7 
of the Aug. 13, 1959, issue. May we 
have your permission? 
Sincerely, 

Richard H. Buskirk 
Assistant Professor Marketing 
University of Colorado 
Boulder, Colo. 


Editor’s note: You have our per- 
Mission. 
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Clayton Mark MITEY MITE shallow well jet pump 
packs more “sell” than any pump 
near its size—or its price 


If it sounds too good to believe —we can’t blame 
you. The Clayton Mark Mitey Mite is studded 
with features you’re unaccustomed to finding 


in a budget-priced pump. 


There’s the all-bronze impeller—built for a 
long, fuss-free lifetime. There’s an improved 
volute of molded plastic. It offers least resistance 
to free water flow. .. shrugs off abrasion and heat. 

For sure, easy priming there’s the Clayton 
Mark Fast Priming Tube. You can also count 
on the quality NEMA Frame Motor... depend 
on its attention-free rotary shaft seal. And all these 
are standard with either 4 or % H.P. models. 

Why sell less? Write Clayton Mark today 


for full specs and details. 





Mitey Mite 
Cottage System 
is complete: galvaniz- 
ed pressure tank, air 
volume control and 4 

or 4% H.P. pump. 





Other pumps available from Clayton Mark: Submergible, 3-way Jet, 
Dual Jet, Pacer, Multi-Stage and Deep Stroke Pump. 





. PUMPS 
a? — 


s : ts 
Want more facts? Circle 155, p. 53 
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* EVANSTON, ILLINOIS: U.S.A 
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Good displays bring 
hefty profits in lighting 


Special emphasis on lighting units re- 
wards Harry J. Miller Hardware, Sara- 


sota, Fla., with sizeable volume gain. 


A, 


IT WEARS IN...NOT OUT! 





205 GRAPHITE is a dry lubricant that forms a protective, 
low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 
205 GRAPHITE . . . the lubricant with a thousand uses... is 
available in case lots of 1 and 5 pound packages, 25 pound 
drums and 50 pound bags. 

Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 
DIVISION OF THE WICKES CORPORATION « SAGINAW 9, MICHIGAN 
Want more monte? vee ' 56, p. 53 ee 





Finally there comes a time when only one fixture of a 
style is left,” the owner adds, “and we push these out 
quickly with a special display that hangs right above 
the cash register. Want to sell fixtures? Keep ‘em 
lighted.” 


—_ 


“Post lanterns move much better since we grouped them 
on this movable-partition doorway setting,” Mr. Miller 
says. 





Want more facts? Circle 157, p. 53 
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HARDWARE AGE 


DQ) Your Chub 


HENRY BRACKMAN 
began his hardware career 
on May 1, 1901, with the 
Keith-Simmons Co., Nash- 
ville wholesaler, three 
years after the company 
was formed. Mr. Brackman 
covered a city delivery 
route by bicycle early each 
morning, then helped sales- 
men in the store fill orders 
and carried merchandise to 
customers’ buggies. Later 
he had a horse and buggy 
delivery route. He later went back into the house 
as stock man, order clerk, shipping clerk, head 
stock man, and was put in charge of the cutlery 
and sporting goods department. He became as- 
sistent to W. G. Simmons, hardware department 
buyer. In 1925 the company organization was 
changed from a partnership to a corporation and 
Mr. Brackman has been vice-president ever since. 
Keith-Simmons Co. has taken over and absorbed 
numerous retail and wholesale companies in hard- 
ware and allied fields. Mr. Brackman has also 
performed many duties in coordinating the opera- 
tion of these firms into Keith-Simmons. He has 
served the company longer than anyone on the 
staff. 





WILLIAM H. JOHN- 
SON started in the hard- 
ware business in 1902 as 
a partner in a hardware 
store that sold buggies, wa- 
gons and made harness. In 
1907 Mr. Johnson moved 
to Moundsville, W. Va., 
where he enlarged the bus- 
iness and added an auto- 
mobile agency. He was a 
charter member of the 
Moundsville Rotary Club. 
In 1923 he moved to Cali- 
fornia and worked at Fouts Hardware in Holly- 
wood. For the past 35 years, Mr. Johnson has op- 
erated Johnson’s Paint Store in Barnesville, Ohio, 
with the aid of his daughter, Mary L. Johnson, 
and his son, Raymond K. Johnson. In Barnesville, 
he was active in a men’s chorus and for 25 years 
was president of the board of trustees of the 
First Presbyterian Church. 





























What a handful 
of extra profit! 
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THE NEW ELECTRONIC LIGHT CONTROL 


Make up to *8.73 each 
by selling a dimmer 
instead of a switch 


This hot, new product can add to your 
profits in a hurry. It’s simple arithmetic. 
Whenever you sell a Dreamliter electronic 
control at $24.95 instead of an ordinary 
switch, you're going to make more money. 
And Dreamliter moves fast! It’s the 
first light dimmer small enough to fit a 
single wallbox that gives complete, grad- 
ual control of lighting intensity from full 
dark to full bright. It wires like a two- 
way switch and will handle up to 600 
watts of incandescent lights. 


ATTRACTIVE COUNTER DISPLAY is free to 
you when you buy only five Dreamliters 
at your regular price. With this demon- 
stration unit your customers sell them- 
selves. National advertising tells the 
Dreamliter story to your consumer and 
professional customers. 


ASK YOUR ELECTRICAL SUPPLIER. If he 
doesn’t have new Dreamliter yet, write 
or call our Customer Service Department. 





TRADEMARK — PATENT PENDING 


from Electro-Solid Controls, Inc. 
8013 Bicomington Freeway + Minneapolis 20, Minn. 


Want more facts? Circle 158, p. 53 
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DO YOU 
WANT TO- 


® Sell or buy a store 


® Represent new ac- 
counts 


Hire experienced hard- 
ware personnel 


Dispose of surplus stock 
—distress inventory— 
job lot merchandise 


Get sales representa- 
tion for your line 


Get a job in the hard- 
ware field 


THEN — 


Tell It To The Trade 
In The Classified 
Advertising Pages Of 


HARDWARE AGE 











Classified Ad Dept. 


Hardware Age 


56th & Chestnut Sts., Phila. 39, Pa. 


Convention Calendar 





conventions 


shows 


conferences 
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June 
1-23 Bostwick-Braun Co., Annual Toy 
& Holiday Gift Merchandise 
Show, Toledo, Ohio. 
5-23 American Hardware Supply Co.., 
Toy & Gift Show, Pittsburgh, 


Texas Wholesale Hardware Assn. 
& Texas Hardware Boosters 
Club, Houston, Texas. 

The Lawn Mower Institute, Inc., 
Annual Convention, Asheville. 


N.C. 


Independent Housewares Exhibit 
Chicago. 

National Retail Hardware Assn. 
Congress, Denver, Colo. 
National Housewares Exhibit 
Chicago. 

Geo. Worthington Co., Annual 
Toy & Gift Show, Cleveland 
Ohio. 

Our Own Hardware Co., Sum- 
mer Convention, Minneapolis, 
Minn. 
Billings Hardware Co., Annual 
Housewares & Gift Show, Bill- 
ings, Mont. 


Eastern Housewares Show, New 
York, N. Y. 

Amarillo Hardware Co., Fall 
Merchandise Market, Amarillo 
Texas. 

Oklahoma Hardware Co., Fall 
Market, Oklahoma City, Okla. 
Associated Fishing Tackle Trade 
Show, Chicago. 





Convention Check List 


For complete details about the conventions and shows listed below, see the 
alphabetical listing starting on p. 106, June |. The next 
complete listing will be in July 13 issue. 





28-29 Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting & 
Merchandise Show, Dallas, Texas. 

29-31 Allison-Erwin Co., Fall Hard- 
ware-Housewares Show, Char- 


lotte, N. C. 


September 
3-6 Beck & Gregg Hardware Co.., 
Fall Merchandise Market, At- 
lanta, Ga. 

13-14 Florida Hardware Co., Open 
House & Merchandise Show, 
Jacksonville, Fla. 

19-20 North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 


October 

2-6 National Hardware Show, Chi- 

cago. 
15-18 National Builders’ Hardware 
Convention, Miami Beach, Fla. 
20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York 

N. Y 


22-25 Atlantic City Convention of 
American Hardware Manufac- 
turers’ Assn.—National Whole- 
sale Hardware Assn.—National 
Assn. of Sheet Meta! Distribu- 
tors. 

29-31 Hardware Wholesalers, Inc. 
Annual Convention, Merchan- 
dise Show and Stockholders’ 
Meeting, Fort Wayne, Ind. 


November 
18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 
nual Convention & Trade Show, 
Detroit. 





For Fall idea file: 


Put mischief to work 


Each Fall, Bob Parker turns po- 
tential mischief into a good will 
device that has numerous advan- 
tages. His Badger Paint & Hard- 
ware store, Milwaukee, advertises 
for budding artists just before 
Hallowe’en. 

The neighborhood youngsters are 
invited to paint scenes on the store 
windows, and to sign their names 
and ages. 

The panorama of colorful art- 
work draws lots of traffic. The kids 
do not mess up the store’s windows 
on “mischief night.” as they do 
the windows of less thoughtful 
merchants. 

Perhaps this idea would work for 
you. And it might be encouraged, 





aes Se ae ss 


Dealer's window becomes palette. 


at least until it becomes an annual 
event in your neighborhood, by a 
few small prizes for the best art- 
work. 





How's the Hardware Business? 





Economic recovery gains momentum 
with strong 2nd quarter activity 


Summary: Slight economic gains that sparked optimism in 
the latter part of the lst quarter developed to a well- 








defined recovery pattern in the 2nd quarter, observes 





Lionel D. Edie & Co., 





leading economic consultants. 


Edie further notes the pattern is widespread--in pro- 


duction, new orders, employment, 





income and consumer 


Spending=--but that the overall situation is not yet one 


of growth but catching up. 








Chief attention is focused on the 
automobile and steel industries as 
clues to speed of recovery. Factory 
car sales in March exceeded the 
previous month’s total by about 
75,000 units. This increase did not 
bring auto output up to par with a 
year ago, but plans for continued 
step-up in production is expected to 
put the auto picture in line in the 
3rd quarter. 


Significant note in steel output 
rise is that demand has stemmed 
from several other industries be- 
sides autos. Most notable are the 
durable goods industries which de- 
manded more steel and stepped 
up production to meet a rise in new 
orders. 


Other indications of industrial 
recovery were a sharp rise in man- 
industrial 
supplies and machinery, an increase 
in the Dept. of Commerce indus- 
trial production index, and a surge 
in electrical power consumption in 
March. 


ufacturers’ orders for 


Highlight on an income boost 
during April was a $2.2 billion in- 
crease in wages and salaries. Good 
share of the rise was centered in 
rising construction aud manufac- 
turing payrolls, which also helped 
alleviate the unemployment situa- 
tion in some areas. Continued in- 
crease in the average work week 
indicates that a gradual recall of 
employees is underway. 

The April gain in personal in- 





come failed to promote advances in 
the retail trade. However, this 
could be expected since the early 
Easter season prompted strong 
consumer spending in March with 
a tapering off in April. Inclement 
weather over most of the country 





also stalled sales of spring lines. 
Early estimates for May indicate 
a rebound in sales with strong em- 
phasis on purchases for Mother’s 
Day. 

Improvement in the wholesale 
trade brought the sales total for 
all wholesalers in March even with 
a year ago. Hardware wholesalers’ 
sales were up $13 million from last 
vear. 


Construction continued its rise 
into May with government build- 
ing and construction of multi-fam- 
ily dwelling units leading the way. 
Construction total was more than 
$100 million higher than a year 


ago. 


Private residential building has 
shown some improvement in recent 
months, but totals still lag behind 
year-ago totals. Government’s 
downward revision of FHA mort- 
gage interest limit is expected to 
help residential building in the 
months ahead. 


» Key business indicators at a glance 


These key business indicators give a quick picture of general business 
trends. This information is the latest available. Reference numbers in 
parentheses after each item tell which is the “latest month.” For 
example: (1) = May; (2) = April; (3) = March. 


® Retail Trade 


LATEST MONTH YEAR 
MONTH AGO AGO 
Hardware store sales (3) ......... ($ million) 196 157 189 
Department store sales (2) ....... ($ million) 1,064 1,106 1,219 
All retail store sales (2) ......... ($ million) 17,460 18,019 19,200 
eo KS FS eee ere (units) 425,892 363,193 659,730 
Consumer prices, all items (3)..(1947-49—100) 127.5 127.5 125.7 
® Wholesale Trade 

Hardware wholesale sales (3) ...... ($ million) 210 169 197 
ll wholesale sales (3) ............ ($ billion) 11.8 10.2 11.8 
Wholesale prices, all items (2)..(1947-49—100) 119.4 119.8 120.0 

® Industrial Supplies 
New Order Index (2) ........... (1948—100) 188 182 194 

® General Barometers 
Total personal income (2) ......... ($ billion) 410.3 409.8 401.9 
Wages & emimries (2) ..ccccccece: ($ billion) 274.3 272.1 271.7 
2), fl Ee err eee ($ billion) 12.8 13.0 11.7 
Industrial prod’n (2)..(FRB index-1957—100) 106 104 110 
New construction put in place (1)..($ million) 4,773 4,289 4,648 
Residential construction (1) ........ ($ million) 1,849 1,676 1,885 
Consumer credit outstanding (3)....($ million) 53,906 54,102 51,298 
Electric power output (3) ....( (million kw-hr) 71,742 65,746 72,110 
ee iD. . ccenk eth dsecende eee 1,441 1,610 1,370 
Steel output, index (1) ........ (1947-49—100) 109.3 104.3 100.4 
Steel prices (1)..(composite mill base-¢ per lb) 6.196 6.196 6.196 


SOURCE OF DATA: U. S. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business failures by 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel output index 
by American Iron & Steel Institute. Steel prices by The Iron Age. 
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More truth than poetry, and na- 
tional retail sales records prove it. 
Not just this year, but every year. 
And it will continue to be so. Why? 
Because for 68 years, the UNION 
name has been a symbol of quality. 
More than this, UNION gives your 
customers exactly what they want 

.. design and utility with a pur- 
pose—priced competitively with 
other lines. 

That’s why alert, profit-minded 
dealers stock the complete UNION 
line and get extra dollar volume, 
extra profits in return. Why not 


48414 TACKLE BOX 


7817 MECHANICS’ 
TOOL BOX P 


41011 CASH 
and BOND BOX 


, 4U-12 
PARTS 
CABINET 


JOBBERS! 
DEALERS! 
Write for 


UNION STEEL CHEST corp. 
Want more facts? Circle 160, p. 53 
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| cluding banners, 
| cards and ad mats. 








Consumer Mailers 


New Wholesalers’ Aids 
for Dealers’ Use 


_ Fall mailer distributed 
land 25 Val-Test members 


A 4-page broadside mailer for 
use by dealers in fall promotions is 
being distributed by 25 wholesale 
members of Val-Test Hardware 
Group. The group is serviced by 
Meyers Merchandising Service, 
Inc., Chicago. 

The broadside is printed in four 
colors. It features 60 traffic-build- 
ing items, including coupon items 


YOUR NAME nemnnrNE 


te Your Yreding Arec 
Wit Selid Store Troffic 


Cnnua l SUPER 


Fi gh 


on each page. Front page coupon 
offers a special on decorative throw- 
pillows for the home. 

The mailer is one of six promo- 
tion pieces prepared each year for 
the Val-Test Group by Meyers. 
Merchandise to be promoted is se- 
lected by a group committee. 

Dealers will supplement the 
broadside with in-store trim kits 
containing more than 200 pieces in- 
pennants, price 


Farwell prepares catalog, 
mailer for September use 


A catalog and broadside mailer 
for use in dealers’ fall promotion 
plans are being made ready by Far- 


Hihaeh " 3 | 
* 


At i y Mi 


well, Ozmun, Kirk & Co., St. Paul 
wholesaler. They’ll be distributed 
in early September. 

The catalog (shown) will have 
16 pages, printed in four colors, 
and will include 141 seasonal and 
housewares items. The catalog will 
also include 70 specials, with three 
front-page coupon items, to gener- 
ate store traffic. 

The broadside will consist of 
four pages printed in three colors. 
It will contain 65 items, including 
44 traffic-building specials. 

Store trim kits with banners, 
pennants and price cards will be 
available with both the catalog and 
broadside, and dealers will receive 


free newspaper ad mats. 
Consumer mailing dates are 


Sept. 5 to 11. 


Promotion 
Manufacturers’ New 


Promotion Plans 


Consumer ads will back 
Bissell shampoo special 


Consumer advertising, highlight- 
ed by a full-page ad in the Sept. 8 
issue of Life magazine, will give 
support to a special 1¢ promotion 
of upholstery shampoo by Bissell, 
Inc., Grand Rapids, Mich. 


The promotion will begin at con- 
sumer level July 1. Customers pur- 
chasing a Bissell Upholstery Sham- 
poo Kit, which retails at $2.98, will 
receive a 12-0z can of shampoo 
for 1¢. 





Read before you lease! 
(Continued from page 40) 


the location, your expenses of op- 
eration advance. The amount of 
rent, over and above the guaran- 
tee, is based on your ability and 
effort rather than on improve- 
ments in the property. 


Provisions of lease agreements 


Assignment provisions, which 
make it possible for you to sell 
your business and to assign the 
lease to a new owner, should be in- 
cluded in any fair lease agreement. 

This will save you time, money, 
and worry if this provision is in- 
cluded. 

Typical fire loss provisions in 
a lease agreement include terms 
whereby the landlord will repair 
the building on a partial fire loss, 
and have the privilege of adjust- 
ing the rent within certain limits. 

On complete demolition by fire, 
the lease is automatically termin- 
ated with no adjustment in rent 
to either party. 

Most lease agreements provide 
for the termination of the lease 
under the law of eminent domain 
by the city, state or federal gov- 
ernment. Provisions should be 
made for settlement of damages 
resulting from loss of business 
when this law is exercised. 


If agreeable to the landlord, a 
provision for an option to pur- 
chase the property is helpful. 

This gives you an opportunity 
to purchase the property at some 
set figure. You may be able to 
make a far-sighted agreement, 
based on current property value. 





HARDWARE HUMOR 





TT — 


“How much?" 






THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 


STEVENS WALDEN, INC., Worcester, Mass. 


Want more facts? Circle 161, p. 53 




















Chain Door Guard card is master saies- 
man. Besides permitting customers to see 
and “feel” the product, it lists sales fea- 
tures and complete installation instructions. 





new STANDARD” a \ 
Chain Door Guard 
sells on sight 


This carded Chain Door Guard, newest product in the "Standard" 
line of over 90 items, is compact, attractively modern .. . sells on sight! 

An outstanding sales feature is provided by the special positioning of 
screw holes. This permits installation at the door edge without danger of 
splitting the wood or marring the finish. 

Available in brass, nickel and chrome finishes. Substantial welded 
chain. Screw holes of base and keeper fit flush for strongest possible 
attachment. 


A-1LIT6A 


Shelby Metal Products Company 
Shelby, Ohio 


Originators of carded hardware complete with screws 
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News About Dealers: Stambaugh-Thompson 
Opens 13th Hardware Store in New Castle 





New Castle, Pa.—STAM- 
BAUGH-THOMPSON Co. opened 
a new branch store on May 
17 in the Lawrence Village 
Shopping Plaza. This is the 
13th store to be opened by 
this Youngstown, Ohio, based 
firm. Charles Hardy, former- 
ly manager of the Asta- 
bula branch, has been named 
manager here. Joseph Mat- 
vey is assistant manager. All 
merchandise in the new store 
will be exposed for customer 
self-selection. Extended 
charge accounts and daily 
store hours from 10 A.M. to 
9 P.M. are other customer 
conveniences offered. There 
were a wide variety of mer- 
chandise specials and door 
prizes at the grand opening. 


Salt Lake City, Utah— 
Three hardware stores in 
this area have joined the 


Pro Hardware group under 
the program sponsored by 
Strevell Patterson Hardware 
Co., Salt Lake wholesaler. 
The stores are: CEDAR PRO 
HARDWARE, Cedar City, 
Utah; HutcH’s Pro HaArp- 
WARE, Lehi, Utah; and, 
ARCHERS PRO HARDWARE, 
Rexburg, Idaho. All three 
stores recently held grand 
opening festivities. 


Stockton, Mo.—Charles W. 
Neale has purchased the in- 
terest of Mrs. Hazel Church 
in CHURCH & NEALE HARD- 
WARE. He has renamed the 
business C. W. NEALE HARD- 
WARE. The company was 
formed in 1945 when Melvin 
Church and Charles W. 
Neale took over the business 
from a company known as 
W. C. Davis & Co. 





Cedar Pro Hard- 
ware store manager, 
Sue Murdock looks 
over a catalog with 
wholesaler salesman 
Arlo Larson before 
grand opening time. 





Joseph McNichols Joins 
Ekco Housewares Div. 


Joseph W. McNichols has 
joined Ekco Products Co., 
Chicago, as vice-president 
and general manager of its 
housewares divisions. Arthur 
Keating, Ekco chairman, 
made the announcement. 

Before joining Ekco, Mr. 
MeNichols served for two 
years as president of Day- 
strom Furniture Mfg. Co. 
Before that he was opera- 
tions vice-president of 


Rhodes, Inc., a retail furni- 
ture chain in the southern 
states. 


Empire Brushes Names 
Bartle to Sales Post 


Herbert Bartle has been 
appointed sales manager of 
the personal brush division 
of Empire Brushes, Inc., Port 
Chester, N. Y. 

Mr. Bartle has held vari- 
ous sales positions with Em- 
pire for many years. 
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Stanley Works Elects 
Oswalt Vice-President 


William F. Oswalt, 49, 
has been elected executive 
vice-president of the Stanley 





WILLIAM F. OSWALT 


Works, New Britain, Conn. 
He succeeds Howard L. Rich- 
ardson who was elected pres- 
ident recently (see HA, April 
20, p. 165). 

Mr. Oswalt’s entire 3l-year 
business career has been with 
General Electric Co. His 
most recent assignment was 
in Erie, Pa., as general man- 


ager of three GE divisions. 
He took that post in 1958. 

Mr. Oswalt started with 
GE in 1934 as a methods spe- 
cialist at Fort Wayne after 
graduating from GE’s ap- 
prentice program. 


Dealers Call “Collect” 
In New RK & B System 


Installation of a new tele- 
phone system has enabled 
Rose, Kimball & Baxter, Inc., 
Elmira, N. Y., wholesaler, to 
close its Syracuse office. 

The new phone service en- 
ables any dealer customer in 
the Syracuse area to phone 
directly to RK&B’s Elmira 
office, without charge. Such 
a call is, in effect, treated as 
a local call. 

The new service is ex- 
pected to help handle orders 
and other matters more 
promptly, since dealers will 
be dealing directly with the 
firm’s headquarters. 

Daily truck deliveries from 
Elmira to Syracuse will con- 
tinue unchanged. 





EDWARD C. KOSTER 


Koster and Howard 
Move up at Vichek 


Edgar F. Howard has been 
named president and a direc- 
tor of Vichek Tool Co., 
Cleveland, a division of Pen- 
dleton Tool Industries, Inc. 
He succeeds Edward C. Kos- 
ter, who has been elevated 
to chairman of the board of 
Vichek. 


Since 1952, Mr. Howard 


EDGAR F. HOWARD 


has been president, general 
manager and a director of 
Proto Tools of Canada, Lon- 
don, Ont., subsidiary of Pen- 
dleton. He joined P & C Tool, 
another subsidiary, in 1939. 
Mr. Koster has been presi- 
dent of Vichek since 1947. 
Pendleton acquired Vichek 
last year (see HA, Dec. 31, 
1959, p. 128). He will con- 
tinue as president of the 
Pendleton plastic division. 
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Reardon Elects Belveal 
Sales Vice-President 


Dee Belveal has been 
named vice-president and 
general sales manager of 
Reardon Co., St. Louis. He 
was executive vice-president 
of the Retail Paint & Wall- 





DEE BELVEAL 


paper Distributors of Amer- 
ica until recently. 

Mr. Belveal will be _ re- 
sponsible for all sales and 
marketing operations in his 
post at Reardon. 

During his four-year ten- 
ure with RPWDA the mem- 


bership of the organization 
increased from 800 to 4000 
stores. Before joining the 
retail group, Mr. Belveal was 
an official for six years with 
the National Assn. of Mfrs. 


Hardware Show Opens 
Buyer Registration 


Buyer registrations are now 
being accepted for the 16th 
annual National Hardware 
Show to be held at Chicago’s 
McCormick Place Oct. 2-6. 

Frank M. Yeager, manag- 
ing director of the show, 
urges those who plan to at- 
tend to save time and incon- 
venience by registering by 
mail. He points out that 45,- 
000 buyers register each year 
and about one-third of these 
do it by mail. The remaining 
30,000 face some delay at the 
show booths even though 
every effort is made to speed 
the line. 

Pre-registration forms can 
be obtained by writing: Na- 
tional Hardware Show, 331 
Madison Ave., New York 17, 
N. Y. There is no registra- 
t.un fee, 





Hardware Wholesalers Ask Congress to Tax 
Cooperatives; They See Unfair Competition 


‘*Full-tax paying busi- 
nesses in the wholesale hard- 
ware industry are being 
forced out of business by the 
inequities in our tax laws 
which permit dealer-owned 
merchandising cooperatives 
to grow on tax-free retained 
income,” the National Whole- 
sale Hardware Assn. told the 
House Ways and Means Com- 
mittee on Equal Taxation in 
Washington May 25. 

The statement was a part 
of a presentation made be- 
fore the Committee in which 
the NWHA asked for tax 
law revisions to apply a fed- 
eral corporate tax to coop- 
eratives. 

Henry L. Thompson, Jr., 
chairman of the NWHA com- 
mittee on equal taxation and 
president of Bostwick-Braun 


Co., Toledo, appeared before 
the House Committee and 
presented the NWHA state- 
ment. He was accompanied 


by NWHA president, How- 
ard W. Price, Salt Lake 
Hardware Co., Salt Lake 


City; Norman F. Luekens, 
Geo. Worthington Co., Cleve- 
land; and, Thomas A. Fern- 
ley, Jr., managing director 
of the association. 

In his statement before 
the Committee, Mr. Thomp- 
son cited the following: “‘The 
average return on investment 
of NWHA members was 3.5 
percent in 1960, down from 
4.42 percent in 1959. When 
government bonds return 3 
to 4 percent, how can capital 
be attracted to the whole- 
sale hardware industry? 

(Continued on page 93) 


Brown-Rogers-Dixson Buys Thompson-Miler; 
Will Operate Company as Charleston Branch 


Brown - Rogers - Dixson 
Co., wholesaler at Winston- 
Salem, N. C., has purchased 
the Thompson - Miler Hard- 
ware Corp., wholesaler at 
Charleston, S. C. 

Thompson-Miler will con- 
tinue operation as_ the 
Charleston branch of Brown- 
Rogers-Dixson. 

“Brown - Rogers - Dixson, 
in purchasing this large 
operation reemphasizes its 
confidence and faith in the 
strength and future of the 
wholesale hardware and ap- 
pliance distributing busi- 
ness,” C. KE. Dixson, executive 
vice-president, commented. 

W. N. Grooms, who owned 
and managed Thompson-Mil- 
er for more than 40 years, 
died in January. 

Brown - Rogers - Dixson, 


in addition to its headquar- 
ters in Winston-Salem, oper- 


ates full line distributing 
branches in Raleigh and 
Charlotte, N. C., and in 


Spartanburg and Columbia, 
S. C. The company also is 
distributor for all Philco 
products in the Carolinas. 

The Charleston branch will 
be operated by the sales force 
and imside personnel of 
Thompson - Miler Hardware. 
Many product lines distrib- 
uted by Brown - Rogers - 
Dixson, including Philco ap- 
pliances, will be added to 
the product lines now dis- 
tributed at Charleston. 

New display rooms and 
offices are being added to the 
present Thompson-Miler fa- 
cilities at 263 E. Bay St., 
Charleston. 





Jack T. Graham Joins 
Tulsa Hardware Firm 
Jack T. Graham has joined 
Builders’ Hardware & Sup- 
ply Co., Tulsa, Okla., as a 
member of the contract hard- 
ware department. He re- 





JACK T. GRAHAM 


places Vern Garbe, who has 
resigned. 

Mr. Graham began his 
hardware career as a hard- 
ware clerk for an Oklahoma 
City lumber firm in 1947. 


Since that time he has been 
in the builders’ hardware in- 
dustry in posts ranging from 
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clerk to department manager. 
He is also a graduate of the 
Architectural Hardware In- 
stitute held at Ohio State 
University. 


S. Federbush Expands; 
Absorbs Kornahrens 


S. Federbush Co., Totowa 
Boro, N. J., has absorbed the 
marketing staff of Herman 
Kornahrens, Inc., New York 
City housewares wholesaler, 
which has terminated opera- 
tions. 

S. Federbush has speeded 
up its expansion in taking 
over the territory formerly 
covered by Kornahrens. This 
Federbush move is “due to 
the company’s faith in a 
bright future for the hard- 
ware dealer.” 

On June 5, the new addi- 
tions to the Federbush staff, 
which included Kornahrens 
sales manager and buyer at 
the time of the switch-over, 
began calling on the trade. 
Kornahrens customers are 
being served through the 
same men as before. 





J. G. TOBIN 


Tobin Is President 
Of Housewares Group 


J. G. Tobin has been elect- 
ed president of the Plastic 
Houseware Mfrs. Assn. Mr. 
Tobin is president of Fedco 
Corp., Chicago. 

The association also 
elected Robert C. Gits as 
vice-president. He is presi- 
dent of Gitsware Corp., Ro- 
selle, Ill. 

Announcement of the two 
elections was made April 25 
by Robert J. Robertson, ex- 
ecutive secretary of the as- 
sociation. 





Cutlery Group Elects 
Officers for Year 


The American Cutlery 
Mfg. Assn. reelected all of 
its officers for another term 
during its recent annual 
meeting at the Sheraton 
Brock Hotel, Niagara Falls, 
Canada. 

Reelected officers are: pres- 
ident, Robert F. Chrestensen, 
president of Ontario Knife 
Co.; vice-president, Robert 
U. Clemence, president of 
Hyde Mfg. Co.; treasurer, J. 
Russell Osborne, president of 
W. R. Case & Sons Cutlery 
Co. 


Lioyd Russell Dague 
Joins Weslock Staff 


Lloyd Russell Dague has 
been named to the newly 
created post of special assist- 
ant to the general sales man- 
ager of Weslock Co., Hunt- 
ington Park, Calif. 

Mr. Dague, who was West 
Coast regional manager for 
Southern Sash of California, 
Inc., will handle dealer liai- 
son work and promotion ac- 
tivities as part of his duties. 


News of the Trade——————_- 


brief reports of 


MANUFACTURERS SALESMEN 


@ Fayette R. Plumb Inc., Philadelphia—Two district man- 
agers have been named. C. W. Massey returns to his former 
territory for Plumb in Indiana, Kentucky, western Ohio 
and southern Michigan. F. Lawrence Goodwin, a former 
partner in Atlantic Distributing Co., Baltimore, to New 
England, New York and northern New Jersey. 


@ Kurfees Paint Co., Louisville—Earl Deayne Penny, for- 
mer hardware dealer of Mansfield, Ohio, to cover Columbus 
and southern Ohio. Mr. Penny, a past president of the Rich- 
land County Hardware Assn., succeeds Ralph Bond, who 
has moved to cover the Illinois area. 


@ Wilton Tool Mfg. Co., Inc., Schiller Park, I1l—Thomas 
Walsh, formerly with Millers Falls Co., to manager of the 
central district out of Kansas City, Mo. 


@ Stanley-Judd Div., Stanley Works, New Britain, Conn.— 
Gaither E. Baker, with Stanley Power Tools Div. since 
1950, to southern California. 


@ Cummins Portable Tool Div., John Oster Mfg. Co., Mil- 
waukee—W. I. Nagley to Alabama, part of Tennessee, and 
Bristol, Va., out of Atlanta. 


@ American Steel Wool Mfg. Co., Long Island City, N. Y. 
—Albert A. Silver to cover the Chicago area. 


@ Yuba Power Products, Inc., Cincinnati—Chris Chao, for- 
mer real estate saleman, to the Northeast for Shopsmith. 


@ Northern Electric Co., Chicago—Brown Bricker to cover 
West Virginia and western Pennsylvania. 
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Hardware Wholesalers 
Want Co-Ops Taxed 


(Continued from page 91) 

“Before World War II 
there were very few coop- 
eratives in hardware. The 
wartime taxes of 85 percent 
on each income dollar gave 
cooperatives such a tax ad- 
vantage that they sprang up 
all over the country at an 
unprecedented rate. Attempts 
to compete with these tax- 
favored cooperatives have 
been most difficult for all 
tax-paying distributors. 

“Just as bad money drives 
out good, so tax-free busi- 
ness is bound to drive out 
tax-paying industry. As this 
continues, the number of 
businesses carrying their 
share of taxes becomes 
smaller while the co-ops con- 


tinue to grow,” Mr. Thomp- 
son said. 
In his statement, Mr. 


Thompson cited the Mason 
Bill as one which weuld pro- 
vide for full tax equality. 
This bill would require co- 
operatives to pay the full 
corporate tax of 30 to 52 
percent. He also cited Presi- 


that, 


be progressive. 


Wholesale 


equal 


tive enterprises. 


Victory Line Acquired 


ton, Mass., 


News of the Trade-————— 


dent Kennedy’s message on 
taxation where the President 
states, “‘I recommend the law 
be clarified so that all earn- 
ings are taxable to either the 
cooperatives or their patrons 


Mr. Thompson pointed out 
“while not a complete 
tax equalizer, the President’s 
plan would minimize the in- 
equity and therefore would 
It could be 
helpful in keeping alive an 
industry which is important 
to the welfare of the nation.” 
Members of the National 
Hardware Assn. 
are being asked to write their 
Congressmen urging favor- 
able action on legislation for 
taxation of coopera- 


By Beacon Plastics 


part of the deal. 


Beacon Plastics Corp., New- 
has acquired the 
housewares line of Victory 
Mfg. Corp., Chicago. No de- 
tails of the transaction were 
released except that a large 
inventory and 70 molds were 





brief reports of 


MANUFACTURERS SALESMEN 


@ Granger Sales Co., Inc., New York—This agency has 
been established by Walter H. Granger, formerly a district 
sales manager for Plymouth Cordage Co., Plymouth, Mass. 
The new agency, at 505 Fifth Ave., New York 17, covers 
New York, Connecticut, New Jersey, and Pennsylvania. Its 
newest account is Southern Lus-Trus Corp., Jacksonville, 
Fla. 

@ Bert J. Clark Co., Kansas City, Mo—May 1 marked the 
25th anniversary of this agency founded by Bert J. Clark 
in 1936. Mr. Clark died in 1959. A. R. Murphy, president 
since the founder’s death, announced that the firm became 
employe-owned on its anniversary date this year. 

@ Desmond Brothers Paint Co., Torrance, Calif—Kansas 
City and Springfield, Mo., and Wichita, Kan., to Jack Kyte, 
Kansas City; San Diego and the Imperial Counties of Cali- 
fornia to George C. Sterling, San Diego. 

@ Northern Fiberglass, Inc., St. Paul—Ohio, Michigan, 
western Pennsylvania and Kentucky to E. Glenn Gates Co., 
Cleveland, for Fiberflex picket border fencing. 

@ N. V. Nelson & Co., Winthrop, Mass.—This agency re- 
cently moved from Boston to 72 Woodside Ave., Winthrop 
52. The new phone number is: Viking 6-9300. 

@ Marlin Firearms Co., New Haven, Conn.—West Coast 
area, including Hawaii, British Columbia and Alaska, to 
the Devere Co., Los Angeles. 

@ Melnor Industries, Inc., Moonachie, N. J.—Oregon and 
Washington to James P. Stewart Co., Portland. 

@ Waring Products Corp., Winsted, Conn.—Northern Cali- 
fornia to M. E. Stocks Co., San Francisco. 
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Eligibility ... 


Announcing... The First Annual 


HARDWARE PACKAGING EXPOSITION 


Sponsored by the 

Hardware Packaging Committee of the Packaging Institute 
to be held during 

The National Hardware Show, McCormick Place, Chicago, Ill. 


October 2nd to 6th, 


1961 


Any manufacturer is eligible whose products are distributed through retail outlets. 


Awards... 


Awards to be made for best packaging in various product classifications. 


ENTRY BLANKS AVAILABLE FROM . 


Hardware Packaging Committee, c/o Packaging Institute, 342 Madison Ave., N. Y. 


17, N. Y. 
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Michigan Dealers Elect Edward Emmett 


News of the Trade — 


Edward B. Emmett, Romeo Hardware Co., Romeo, was elected presi- 
dent of the Michigan Retail Hardware Assn. at its recent 67th an- 
nual Business Builder Conference in Detroit. J. W. O'Neill, White 
Ace Hardware, Cadillac, was elected vice-president. Officers and 
directors, seated, left to right, are: Wendell Neelands, Neelands Hard- 
ware, Clio, past president and member of the board of governors; 
President Emmett; Vice-president O'Neill; and Arthur A. Merchant, 
E. W. Merchant's Sons, Union City, past president. Standing, left 
to right, are: Richard V. Andringa, Andringa's Hardware & Ap- 
pliance, Grand Rapids, executive board; Robert G. Kerr, Kerr Hard- 
ware, Coldwater, executive board (new); Harold W. Schumacher, 
manager-treasurer; Richard J. Gamalski, Gamalski Hardware, De- 
troit, executive board; Lee A. Gerweck, Ida Hardware Co., Ida, 
executive board; and Peter M. Baudino, Baudino Hardware, Calu- 


met, executive board. 





Hart of Master Metal 
Retires After 36 Years 


Kenneth L. Hart, Sr., vice- 
president of Master Metal 
Products, Inec., Buffalo, 
N. Y., retired May 31. He 
had been with the firm since 
it was founded more than 36 
years ago. 

Mr. Hart is a charter 
member of the National 
Housewares Mfrs. Assn. 
and is well known for his 
achievements in the house- 
wares field. 

Kenneth W. Hart, Jr., 
sales manager, took over 
complete charge of the com- 
pany sales and marketing 
program upon his father’s 
retirement. 


Tonka Toys Revamps; 
Buys Plastics Firm 


Executive changes have 
been made and a plastics firm 
has been purchased by Tonka 
Toys, Inc., Mound, Minn. 

L. E. Baker, founder of the 
company, has become chair- 
man of the board. He is 
succeeded as president by R. 
L. Wenkstern. Clarence Hol- 
ten, company attorney, has 
been elected secretary. 

Empire Plastics of Loretto, 
Minn., has been purchased 
by Tonka and will become 
an opefating division. 


In another move, Tonka 


Toys has elected Frank E. 
Lesselyong vice-president of 
sales. He has been sales 
manager since he joined the 
company in 1957. 


Awards to Wholesalers 


Bostwick-Braun Co., Tole- 
do, Ohio wholesaler, has been 
awarded a plaque marking 
membership in the Mirro 
Carload Club by Mirro Alu- 
minum Co., Manitowoc, Wis. 

Knapp & Spencer Co., 
Sioux City, Iowa wholesaler, 
has been awarded a plaque 
marking membership in the 
Mirro Carload Club by Mirro 
Aluminum Co., Manitowoc, 
Wis. 

Cotter & Co., Chicago deal- 
er-owned wholesaler, has been 
presented a silver dustpan 
trophy by Rubbermaid, Inc., 
Wooster, Ohio, for its mem- 
bership in the Rubbermaid 
$100,C00 Club for 1961. 

Ace Hardware Corp., Chi- 
cago wholesaler, has been 
awarded a plaque for selling 
$100,000 or more in products 
made by Elco Tool & Screw 
Co., Rockford, Il. 

Skaggs-Stone, Oakland, 
Calif., distributor, has _ be- 
come a member of the Mil- 
lion Dollar Club of Ekco 
Products Co., Chicago. The 
new Ekco club is for firms 
who have purchased more 
than $100,000 in merchandise 
for 10 consecutive years. 
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New Industrial Firm 
Sets Up Organization 


The organization of Bing- 
ham, Ine., new industrial 
supply firm in Cleveland, is 
being set up now. 

Organization of the firm 
started early this month 
when W. Bingham Co., Cleve- 
land wholesaler, announced it 
was closing its doors (June 
1, p. 118). Details of the 
new firm are expected to be 
completed later this month. 

V. E. Peters, former head 
of the old Bingham indus- 
trial supply department, will 
be vice-president and gen- 
eral manager of the new 
company. 

Meanwhile, a dozen or so 


wholesalers are looking into 
the possibilities of expand- 
ing into the former Bingham 
territory. A number of whole- 
salers have approached Bing- 
ham salesmen, or are work- 
ing on plans to put their own 
men into the territory. On 
the day of announcement that 
Bingham was closing its 
doors, one wholesaler ap- 
proached some Bingham 
salesmen. 


DeWalt Names Hale 


G. Douglas Hale has been 
appointed assistant to the 
president of DeWalt, Inc., 
Lancaster, Pa. Mr. Hale has 
been market research man- 
ager of Porter-Cable Ma- 
chine Co., Syracuse, N. Y. 
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Charles L. Haslup, Jr. 


Charles Leroy Haslup, Jr., 
58, president of Wilcox & 
Haslup Inc., Baltimore whole- 
saler, died suddenly at Hali- 
fax General Hospital, Day- 
tona Beach, Fla. Mr. Haslup, 
who worked under his father 
when he first joined the firm, 
has been there for 39 years. 
He has been president for 13 
years. 


Albert R. Damm 


Albert R. Damm, 88, Mus- 
kegon, Mich., hardware deal- 
er, died May 21 after a short 
illness. Mr. Damm founded 
the store, now operated by 
his two sons, 67 years ago. 
The store has been a member 
of the Michigan Retail Hard- 
ware Assn. for 50 years. 


J. J. Scull 


J. J. Seull, 76, retired 
hardware dealer of Sherman, 
Texas, died in Sherman Hos- 
pital after a short illness. 
Mr. Scull retired from Scull, 
Swain & Wallace Hardware 
store in 1946. He was a past- 
president of the Retail Mer- 
chants Assn. 


Sherwood P. Hall 


Sherwood P. Hall, 63, 
salesman for Supplee-Biddle- 
Steltz Co., Philadelphia 
wholesaler, died suddenly 
May 28. Mr. Hall was with 
the wholesaler for three and 
a half years. 


Roy Brewster 


Roy Brewster, 82, retired 
Cleveland hardware dealer, 
died May 16 in a nursing 


home in Cleveland. Mr. Brew- 
ster’s father established the 
hardware store in 1889 and 
Mr. Brewster operated it for 
61 years before he retired in 
1951. 


Donald H. Parker 


Donald H. Parker, 59, 
salesman with Bonifield Hard- 
ware Co., Zanesville, Ohio, 
hardware dealer, died of a 
heart attack last month. Mr. 
Parker, who had been with 
the firm for 40 years, was in 
charge of sporting goods at 
the South Sixth St. store. 


Irving Katz 


Irving Katz, 52, owner of 
Barry-James Hardware, Hol- 
lywood, Calif., died suddenly 
while calling on a customer. 
Mr. Katz had been a druggist 
before he purchased the 
hardware store two rears 
ago. 


Frederick Bozenhard 


Frederick Bozenhard, 62, 
proprietor of Fred’s Hard- 
ware Store, West Springfield, 
Mass, died at Wesson Memo- 
rial Hospital after a brief 
illness. 


Sol Ginsburg 


Sol Ginsberg, 57, owner of 
Lincoln Fair hardware store, 
Chicago, died April 21 of in- 
juries sustained during a rob- 
bery of his store. 


Beney Siskind 


Beney Siskind, 77, retired 
hardware dealer of Far Rock- 
away, N. Y., died recently in 
Peninsula General Hospital. 





Copper & Brass Group 
Elects New Officers 


The Copper & Brass Re- 
search Assn. elected officers 
at its 39th annual meeting 
held last week in New York. 

Glenn P. Bakken, president 
of Chase Brass & Copper Co., 
Inc., was reelected president 
by the group. Reelected 
senior vice-president was E. 
P. Dunlaevy, executive vice- 
president of Phelps Dodge 
Copper Products Corp. 

Newly elected vice-presi- 
dents are: Richard L. Allen, 
Bridgeport Brass Co,; Bailey 
I. Ozer, Viking Copper Tube 
Co.; Paul W. Robson, Wol- 
verine Tube Div., Calumet & 
Hecla, Inc.; R. P. Winberg, 
Revere Copper & Brass Inc. 
Five others were reelected 
vice-presidents. F. L. Rig- 
gins Sr., Muller Brass Co., 
treasurer; T. E. Veltfort, 
managing director, and Car! 
H. Pihl were also reelected. 


Widder Heads Sales 
For Bolens Division 


John H. Widder has been 
appointed general sales man- 
ager of Bolens Div., Food 
Machinery & Chemical Corp., 
Port Washington, Wis. He 
will have responsibility for 
all sales, marketing and ad- 
vertising. 

Mr. Widder joined Bolens 
in 1945, became assistant 
sales manager in 1948 and 
dealer sales manager in 
1949, 


W. B. Courtney Heads 
Speedway Marketing 
William B. Courtney has 
been elected vice-president of 
marketing at Speedway Mfg. 


—_——————News of the Trade—————_ 


Ill. 
of 


Co., LaGrange Park, 
Speedway is a _ division 
Thor Power Tool Co. 

Mr. Courtney was adver- 
tising manager for Sunbeam 
Corp. and had been with that 
firm for years. He had 
been midwest sales manager 
until 1954 when he moved to 
the advertising staff. 


25 


Hardware Boosters 
Elect New Officers 


Christopher Herbst, Skil 
Corp., was elected president 
of the Hardware Boosters to 
succeed Alfred De Angelis, 
Millers Falls Co., at the an- 


"9 


* 





nual meeting May 26 at Mil- 
ler’s Restaurant, New York 
City. 

Martin W. Weber, Pioneer 
Eastern, Inc., and Andrew 
Kirr, Lufkin Rule Co., were 
elected first and second vice- 
presidents respectively. 

Richard T. Maroney, Skil 
Corp., is treasurer. 

David A. Emery, Carbor- 
undum Co., was re-elected 
secretary. 

Eight past presidents of 
the Boosters were guests of 
honor. 





Philadelphia Dealers Meet For 41st Banquet 
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More than 100 members of the Retail Hardware Assn. of Philadel- 
phia met recently for the 4ist annual banquet and ladies’ night 
celebration. Dinner was followed by prize awards, and each woman 
in the hall received a gift.. Shown in photograph during prize 
drawings (from left): E. J. Buck, year book committee: Herman 
G. Klein, secretary; Calvin L. Kaiser, president; an unidentified 
winner; and Charles D. Huff. treasurer. 
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Packaging Committee Gets Progress Report 


On Exposition; First Entries Are Received 


First entries for the Hard- 
ware Packaging Exposition 
have been received N. Allan 
Pettit, Campbell Chain Co., 
York, Pa., told members at- 
tending the recent quarterly 
meeting of the Hardware 
Packaging Committee in New 
York. 

The Exposition will be held 
Oct. 2 to 6 in Chicago, during 
the National Hardware Show 
in MeCormick Place. 

Other highlights of the 
meeting, concerning the Ex- 
position, given by Mr. Pettit 
were: 

Announcements of awards 
in various product categories 
will be made on Oct. 4. 

Packages for display will 
be assembled by Guil John- 
son, of Rubbermaid, at 
Wooster, Ohio, and all en- 
tries shipped to Chicago. 
Deadline for receiving pack- 


ages at Wooster will be 
Sept. 1. 


Arrangements for the dis- 
plays will be handled by 
Joe Haney, of Streater In- 
dustries. 

Deadline for entering a 
product in the Exposition 
will be Aug. 1. Entry forms 
can be obtained from the 
Packaging Institute, 342 
Madison Ave., New York 17, 
a 

Arrangements 
made to have students in 
the packaging course at 
Michigan State University in 
attendance at the Exposition 
to explain details of pack- 
aging problems. Packaging 
Committee members also will 
be present to answer ques- 
tions. 

The judges’ committee will 
be selected soon. The com- 
mittee will judge the displays 
early in the week. 

The next meeting of the 
Packaging Committee will be 
held in New York on Aug. 25. 


have been 





Independent Show Has 
Over 600 Exhibitors 


The 22nd Independent 
Housewares Exhibit at Chi- 
cago, July 9-13, will have 
more than 600 exhibitors. 
This represents a gain of 50 
percent over space occupied 
at the former site, Atlantic 
City. 

The Independent Show 
will be housed on several 
floors of the Hotel Morrison, 
opening on Sunday, July 9, 
and running through the fol- 
lowing Thursday. Evening 
buying hours will be fea- 
tured on all but the last day. 


Winchester-Western's 
Harry Swain Retires 


Harry A. Swain, sales 
training manager of Win- 
chester-Western Div., Olin 
Mathieson Chemical Corp., 
New York, retired June 2 
after 25 years with the com- 
pany. 

Mr. Swain, who joined the 
company as a_= salesman, 
served in several sales ¢a- 
pacities before taking the 
training post in 1959. He 
will live at 64 Taylor Ave., 
New Haven, in retirement. 


Bass Is Sales Manager 
For Dennis Mitchell 


Jerome Bass has been 
named sales manager of the 
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Juvenile Div., Dennis Mitch- 
ell Industries, Philadelphia. 

Mr. Bass returned to the 
company a year ago as 
assistant sales manager af- 
ter an absence of several 
years. 


Jacuzzi Bros. Opens 
Eastern Headquarters 


Jacuzzi Bros., Inc., Rich- 
mond, Calif., has opened new 
headquarters for the eastern 
region at Hackensack, N. J. 
The full Jacuzzi line will be 
available at the 25,000 sq ft 
warehouse. 

Giocondo Jacuzzi, formerly 
sales manager at the main 
offices in Richmond, has been 
named eastern regional man- 
ager. 

In another move, Jacuzzi 
has opened a new branch in 
Phoenix, Ariz., to be man- 
aged by Sam Indelicato. 


Warner Hardware's 
Joe Olson Retires 


Joe M. Olson has retired 
from Warner Hardware, 
Minneapolis, after 41 years 
of association. He was with 
the company’s wholesale divi- 
sion. 

Mr. Olson, known in the 
Northwest as a leading build- 
ers’ hardware expert, is a 
past director of the National 
Contract Builders Hardware 
Assn. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 

Representatives Wanted, etc. 
Set solid, maximum 50 words 

Each additional word 

Positions Wanted 

(Special Rate) set solid, maximum 
50 words 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED 


Established manufacturers 
representative desired by 
Hand Tool Manufacturer, to 
cover states of Illinois, Indi- 
ana, Wisconsin, calling on Au- 
tomotive, Hardware, and Mill 
Supply Jobbers. Advise how 
many in your organization 
and lines you now handle. 


Box 620, c/o Hardware Age 
56th & Chestnut Sts., Philadelphia 39, Pa. 














STOCKING REPRESENTATIVE WANTED 


To sell new Knife-Tool to Hardware trade, on 
exclusive distributor arrangement. Good re- 
turn for small investment and effort. Repeat 
business. Send for catalog sheets and par- 
ticulars. 








Ric-Nor Company, 183 Fuller St., Brookline, Mass. 








SOLDERING IRON MANUFACTURER 


has some territories still open for representatives 
on hardware jobbers, department, variety 

stores. Unusual line of soldering irons, 

featuring high quality, low prices and attractive 
poly bag display . Give complete infor- 
mation in first d, tines 
earried, number of, men te your organization, etc. 


Box 619, e/o Hardware Age 
56th & Chestnut Sts., Philadelphia 39, Pa. 











MANUFACTURERS REPRESENTATIVES 
WANTED for Texas. Oklahoma, Arkansas and 
Louisiana; Nebraska, Kansas, Iowa and Missouri; 
Alabama, Georgia and Florida: calling on Hard- 
ware Wholesalers, Department Stores and Manu- 
facturers of Original Equipment. We manufac- 
ture a top quality furniture caster that is used 
extensively in the furniture industry and enjoys 
terrific sales in Hardware and Department Stores. 
Write Shepherd Casters, P. O. Box 672, Benton 
Harbor, Michigan. 
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GARDEN TOOL REP. WANTED 


Major Garden Tool Manufac- 
turer seeks Commission Repre- 


sentative for Texas and Okla- 


homa. Desires young aggres- 


sive agency carrying house- 
wares and hardware line and 
calling on wholesale and re- 
tail trade. 


Box 632, c/o Hardware Age 
56th & Chestnut Sts., Philadelphia 39, Pa. 














REPRESENTATIVES WANTED 


Proven line available for most territories 
for direct-to-dealer representatives call- 
ing on hardware, lawn and garden and 
similar retailers and key accounts. Re- 
peat business annually runs 6 times ini- 
tial sale. Biggest commissions in indus- 
try. Supply territory and other details. 


Box 625, c/o HARDWARE AGE 
56th & Chestnut Sts., Philadelphia 39, Pa. 


REPRESENTATIVES WANTED 


The territory of lowa, Ne- 
braska, Missouri, Kansas open 
in the Automotive, Hardware 
and Mill Supply field. Hand 
Tool Manufacturer requires 
manufacturers representative. 
When replying let us have a 
resume of your organization 
along with the lines you now 


handle. 


Box 621, c/o Hardware Age 
56th & Chestnut Sts., Philadelphia 39, Pa. 














WANTED 
MANUFACTURER'S REPRESENTATIVES 


Highest quality line of solvent and emulsion type 
floor cleaners and waxes, paste waxes, furniture 
waxes, including aerosol sprays and ‘‘dusting 
waxes."’ Seme available for private labeling. Un- 
limited prsesooovany for creative non 


c/o HARDWARE AG 
Chestnut k Seth Sts., Philadelphia 39, Pa. 

















SALESMEN 


calling on hardware stores! Carry our 
line of plumbing and hardware special- 
ties. Territories open east of Miss. Good 
commissions. 50 year old firm. Write 
for details. 


Box 519, e/o HARDWARE AGE 
Chestnut é 56th Sts., Philadelphia 36, Pa. 

















LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 
Les Angeles 6, Calif. 


Terr.: California, Arizona, Nevada 
Six Salesmen 


SERVICE °* DEPENDABILITY . © RESULTS 











SALES REPRESENTATIVES WANTED: 
Calling on large retail hardware, building s upply 
and lumber yards in Ohio, Indiana, Illinois, 
consin and a me to represent large Builders’ 
Hardware Manufacturer offering complete as- 
sortments of top quality items including oo oc 
hinges, shelf and cabinet hardware, packa _ 
fasteners. Write stating full qualifications. 

611, c/o Harpware Ace, Chestnut & 56th Sts. 
Philadelphia 39, Pa. 
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BUSINESS OPPORTUNITIES 








REPRESENTATIVES WANTED 


Leading midwestern wire and 
cable Manufacturer setting 
up complete division of cord 
sets, trouble lights, automo- 
tive wire, etc., wants represen- 
tatives with a following in job- 
ber, automotive, and special- 
ty fields. Most Territories 
open. Replies held in confi- 
dence. 


Box 618, c/o Hardware Age 
56th & Chestnut Sts., Philadelphia 39, Pa. 











MANUFACTURERS’ REPRESENTATIVES 
WANTED calling on Hardware and Houseware 
Jobbers, Chains, Catalog and Discount Houses 
for quality line of cast aluminum mail boxes, 
weather vanes, house signs, stud finders, door 
viewers, etc. Commission basis, several protected 
territories open. ‘rite giving territory, lines 
carried and background. Remington Hardware 
Co., Inc., 100 Greenwich St., New York 6, N. 





LIMITED NUMBER OF PROTECTED TER- 
RITORIES available for manufacturers’ agents 
contacting all types of volume buyers at whole- 
sale and chain level. Diversified “impulse” pack- 
aged hardware-houseware-chemical specialty line. 
Large repeat percentages, in-store displays, ad- 
vertising allowances, and trade advertising sup- 
port. Many established accounts. Clover Products, 
944 Monroe Avenue, Rochester 20, New York. 





Best Earth Anchor Made—Screws into hard 
rocky or rooty ground. Used by Military as well 
as farmers. Easy in-easy out. For fences, grain 
bins, small buildings. 3000 dealers already han- 
dling. Good commissions. Main or side line. Sold 
direct to dealers. Hiram E. Barber Co., Crete, 


Nebraska. 


ACCOUNTS WANTED 


2,000 ACTIVE ACCOUNTS 


Alabama, Mississippi, Louisiana, Arkansas, Ten- 
nessee and Kentucky. Are you -—— satisfactory 
distribution through large jobbers in these states? 
Well established 





aile 
strietiy confidential. 


Box 614, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 











team of manufacturers’ representatives open for 
one additional } »rdware, Housewares or Garden 
line. Will give aggressive and reliable coverage 
to Hardware, Housewares and Garden whole- 
salers, Drug and Variety chains, Mail Order, 
Catalog jobbers, Supermarkets, Discount Houses. 
Excellent reputation. Box 603, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





WANT SALES RESULTS? We get them be- 
cause we concentrate in Michigan, Ohio, Indiana. 
Will handle two additional lines — only highest 
grade considered. Write Box A-10, c/o Harp- 
ae Ace, Chestnut & 56th Sts., Philadelphia 
I> Fe. 





CHICAGO AND SURROUNDING AREA. 
Can provide top representation for good lines to 
hardware wholesalers, mill supply houses, lumber 
yards. Have wide experience in tools, paint and 
sundries, related lines. Let me tel] you how 


can help you. Box 633, c/o Harpware AGE, 56th 
Philadelphia 39, Pa. 


& Chestnut Sts., 








MANUFACTURERS 


Aggressive agency of oe ealibre salesmen in- 
tensively and methodically covering Housewares, 
Hardware and Electrical Wholesalers in Arkansas, 
Mississippi, Louisiana, Tennessee, Alabama and 
Kentucky NEED AN ADDITIONAL LINE. Rep- 
utable manufacturers only need apply. 


Box 600, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


HARDWARE SECONDS 


For sale by mfr. 
TOWEL BARS. SOAP HOLDERS. PAPER 
HOLDERS. CHROME PLATED. SLIGHT IM- 
PERFECTIONS. 
Close out prices. 
Cal Engineering Company 
54072 Via Corona 
Los Angeles 22, Calif. 








WHARTON 


— 
the 


sol 


C/¢ 


delphia 39, 


ears’ experience calling on Hardware Jobbers in 
Middle Atlantic area, wants to sell for a few 
id companies with esti ablished lines. Box 630, 


» Harpware AGE, 


Pa. 


6th & Chestnut Sts., 








SCHOOL GRADUATE, with six 


Phila- 





desires 


ha 


st 


MANUFACTURERS 
two high volume competitive 


rdware and lumber trade 


c/o HARDWARE AGE, 


56th & 
s., Philadelphia 39, Pa. 


REPRESENTATIVE 

lines for 

in State of Alaska. 

Well established with good following. Personally 
acquainted with major high volume accounts. 

seg Fagen local military purchasing procedures. 
ox 


Also 


Chestnut 





de 


Brush line 


or 


ch 


ains, 
following. 
Chestnut Sts., 


MANUFACTURERS 
sir€s a xX ood 
in Penna., W. 
in any part of the 
etc. 


area 


Box 62 c/o HARDWARE AGE. 


Philadelphia 57, Fa. 





We 


tan 


Gi 


log 
403, 
Philadel 


HELP WANTED 


VELL ESTABLISHED MANUFACTURERS 
REPRESENTA 


'E open for additional 


New York and New Jersey. 


arden wholesalers, 
houses. Excellent reputation in trade. 
c/o Harpware Ace, Chestnut & 
phia 39, Pa. 


REPRESENTATIVE 
competitive Caulking and Paint 
Va., and Eastern Ohio, 
for volume users, 
Best of References along with a nice 
56th & 


Hard- 
are, Housewares or Garden line for Metropoli- 
Concentrated 
persistent coverage of Hardware, Housewares and 
rack jobbers, chain and cata- 
Box 
56th Sts., 








Co-Operative or Mutual Executive 


Leading Midwest general merchandise whole- 
saler, in business for 22 years, now doing 
business with over 1,000 established retail ac- 
counts, wishes to convert to a mutual or co- 
operative type wholesale operation. Seeking 
an executive who has the knowledge, experi- 
ence and know how necessary to plan, de- 
velop, execute and sell the conversion pro- 
gram. Remuneration commensurate with ex- 
perience and ability. Please write and give 
full particulars. All replies will be held in 
the strictest of confidence. 


Box 631, c/o HARDWARE AGE 
56th & Chestnut Sts., Philadelphia 39, Pa. 














STORE MANAGER—EASTERN LONG ISLAND 


UNUSUAL OPPORTUNITY in an unusual store 
for a young, progressive store manager. He 
should have a knowledge of Hardware and 
Kindred Products, be willing to take direc- 
tions from the owner, and have a desire to 
become a good member of the community. 
The righ? man will have liberal compensation 
and an opportunity to profit from his own 
successful efforts. The store is long established 
in a pleasant town with more than normal 
potential for growth and vacation trade. 
Please give experience, qualifications and 
references in letter to Owner. 


Box 617, ¢/eo HARDWARE AGE 
56th & Chestnut Sts., Philadelphia 39. Pa. 








FOR SALE: Long established hardware de- 
partment store. Fast growing industrial community 
in southern Michigan. Downtown location. Large 
parking area. Own building and will sell or lease. 
Recently remodeled and decorated. Modern light- 
ing. Complete inventory in Hardware, House- 
wares, Paint, Gifts, Toys and Appliances. Will 
reduce inventory to suit. Owner retiring. Box 
6 c/o Harpware Ace, 56th & Chestnut Sts., 
Philadelp hia 39, Pa 





WE WISH TO PURCHASE outright a man- 
ufacturer or distributor of nuts, bolts or washers. 
Jive full details first letter, Box 627, c/o Harp- 
WARE AcE, 56th & Chestnut Sts., Philadelphia 
39, Pa. 


POSITIONS WANTED 


STEEL SALESMAN—34 years old, 15 ae 
sales and administrative experience with maj 
producer of merchant wire products. Excellent 
jobber contacts in Southeast. Successful sales 
record. Now residing North Carolina. Desire po- 
sition with manufacturer of Hardware or steel 
products. Box 629, c/o Harpware AcE, 56th & 
Chestnut Sts., Philadelphia 39, Pa. 





SALESMAN, desires to go back on the road 
after managing a department in a retail store for 
two years. Desires to sell in central Pennsylvania 
where he has 12 years’ experience in paint and 

hardware. Salary plus commission and expenses, 








excellent references. Box 626, c/o HARDWARE AGE, 
56th & Chestnut Sts., Philadelphia 39, Pa. 

WILL TRAV EL AND SELL: 15 years’ expert- 
ence in Georgia, North Carolina, Alabama, ast 


the Wholesale 
Drug, Chains, 
Available 
Post 


Tennessee and Florida contacting 
Hardware, Mill Supply, Electric, 
Variety, Premiums Supermarket trade. 
soe full or part time. Confidence respected. 
Office Box 115, Decatur, Ga. 





SALES MANAGER, or Field Sales Manager 
for hardware or allied manufacturer. Experienced 
in selection, training sales personnel, administra- 
tion all sales activities; Field testing, promotion 
and merchandising hardware and toy lines. Hard- 
hitting efficient sales executive, employed, seeks 
challenging opportunity with good future. Box 
628, c/o Harpware Ace, 56th & Chestnut Sts., 
Philadelphia 39, Pa. 








HARDWARE SALES PROMOTION MAN- 


AGER AND C ATALOG COMPILER seeks 
position with aggressive wholesaler or mauutac- 
turer. Experience sales pro- 


includes planning 

grams, consumer circulars, dealer catalogs, pur- 
chasing. Also copywriting, layout, paste-up and 
the operation of a photo-offset press. Presently 
employed in New York area. Will relocate. Avail- 
able August 1, 1961. Box 612, Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





EXPERIENCED SPECIALTY SALESMAN 
WITH FOLLOWING in New Jersey seeking 
position with hardware jobber or specialty house. 
At present selling Lawn and garden and farm 
supplies. Box 601 c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





SPRING ASSORTMENT >So 


AJAL Me 730 — Cameiating of 
* METAL S-DRAWER CABINET 
* 1,000 SPRINGS (#1 te #100) 
SPRINGS 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


a E 


Ajax Co. 


American Brush Mfrs. Association 
Bristle & Hair Div. F 


American Chain Div. 
American Chain & Cable Co 


Wire Speciality Electro Solids Controls, Inc...... 


Flexo Products, Inc. 


Fuller Tool Co., Inc. 


American Telephone & Telegraph 

Co. Classified Te! Dir & Trade 
American Thermos Products Co. 
Co., O. 


Androck Products 


G 


General Electric Co 
Housewares & Commercial 
Equipment Div. 


Filters. 


Ames 

General Inc. 
Goulds 
Greyhound Corp. 
Gries 


Pumps, Inc 


Burgess Vibrocrafters, Inc. 


Butcher Polish Co. 


Reproducer Corp. 


Cc 
Campbell Chain Co. See 
Clayton & Lambert Mfg. Co. 
Clayton Mark & Co. 
Continental 


H 
Hall-Erickson Corp. 
Machine Co. 


Hodell Chain Div. 
National Screw & Mfg. Co. 


Frank A. 


Harmon 


Scale Corp. 


Curtis Products Inc. Hoppe Co 


D 


Dempster Mill Mfg. Co. 
Desmond Stephen Mfg. Co. 
Dillon Beck Mfg. Co. 


Dutch Brand Div. 
Johns-Manville Corp. 


lron City Tool Works. 


Keen Kutter 


SE ee ee 
Mathias 


Keil Lock Co.., 
Klein & Sons. 


L 


Larson Co., Charles O. 
Little Brute Co. 


M 


Magic Iron Cement Co., Inc. 
Marshalltown Trowel Co. .... 
McGill Metal Products Co. 

Miller Co., Inc., Robert E. 

Molly Corp. 

Mustad & Son, O. 


N 


National Housewares 
Assocs. io: ae oF 

National Screw & Mfg. Co. 
Hodell Chain Div 

Necessa Products Co. . 


Nicholson File Co. 


Mfrs. 


P & C Tool Co. 

Pennsylvania Refining Co. 
Gumout Div. ........... 
Pennsylvania Saw Corp. 

Peters Cartridge Div. 
Remington Arms Co., E. |. 
Dupont de Nemours & Co. 
Pioneer Rubber Co. 


Pittsburgh Plate Glass Co. 
Store Front Div. . 


Red Devil Tool 


Remington Arms Co. 
E. |. DuPont de Nemours 
& Co. .. ra ole 


100 


26-27 





ONCE SOLD.... 


All Steel Construction — Strongest By Test 
= helps build your reputation 


for quality. 


D2 sizes and 
styles 


% Threads will not chew out 
A true tension buckle; the more 
pull, the more grip on threads 


See Your Jobber or Write for Literature 


Sterling, 
Illinois 


CHAS. 0. LARSON CO. 


Want more facts? Circle 168, p. 53 


Royal Electric Corp. 
Rust-Oleum Corp. 


S 


Samson Cordage Works 
Savage Arms Corp. 
Sporting Arms Div. 
Shelby Metal Products Co. 
Simonds Saw & Steel Co. 
Sterling Alderfer Co. 
Stevens Walden, Inc. 


T 


Triangle Products, Inc. 
True Temper Corp. 


U 


Union Fork & Hoe Co. 
Union Steel Chest Corp. 
United States Graphite Co. 


V 


Volkswagen of America, Inc. . 


Ww 


Wagner Mfa. Co., E. R. 
Washburn Co. ” 
Wells Mfg. Corp. . 

Wenzel Tent & Duck Co., 
Wheeling Corrugating Co. 
Woodhill Chemical Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 


Z 
Zinsser & Co., William 








DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 50 








DOMES OF SILENCE 
RUBBER CUSHION GLIDES 








Bakelite Furniture Rest 








Bakelite Caster Cup 








12 Boxes in 
Ye”, 1Ye"s 
a”, 


7a. ’ 


Vo “, 


1/16", 146", 19". 
PROMPT SHIPMENT 
Ask your jobber, If he Is not supplied, 
ROBERT E. MILLER & CO., INC.., 
35 Pearl St.. New York 4, N. Y. 
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That’s right! This attractive Hodell Chain Merchandiser takes 
little floor space, catches customers’ eyes, suggests chain needs 
... Sells by itself! It will make your chain selling almost effortless, 
certainly faster and more profitable. 

Why not set up your complete, compact chain department 
soon? Ask your Hodell Chain distributor for complete details 
on display stand and initial chain assortment, and get your own 
merchandiser started selling chain for you. You'll never know 


how many customers for chain you can make, until you do. 


HODELL CHAIN COMPANY cleveliana 3, ohio 


DIVISION OF THE NATIONAL SCREW & MFG. CO. 


* 
/ ff ‘ 
ff 
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Buy it herein any length 


ff 
~ 
i oneal 
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HODELL CHAIN MERCHANDISER...Sturdily built, 
only 57” high, tubular-steel frame. Bright red and 
yellow finish. Individual refill reels available as needed. 


1886 — 1961 


Hodell’s 75th year of good products 
and good service 





